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EASTERN 


ima J) Atlantic Papers 


EXCELLENCE IN 
fine PAPERS 
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Reply-O Letter Booth, D.M_.A.A 


Convention 1956 


ideas for you in 


tested ideas from over 400 major advertisers for the asking 


from REPLY-O’s “IDEA EXCHANGE.” 


are yours 


staff of 
ideas that 23 


Letter techniques developed by clients and the creative 
REPLY-O 


of expenence 


are gathered here to serve you. These are years 


bringing our clients 35 to 40% better results—have taught us 


IDEA EXCHANGE” 
hooks 


reactivating old ones 


a treasury of tested ideas for selling 


IS 


magazines and services for opening new accounts and 


for raising fund for supporting sales 
men with qualified leads 


Fav The Very ldea forwuou call o7 


the 


rep 


Park West 


R BR Dai ia today 


vite 


i Central New York 23 y le 


SALE - BOSTON - CHICAGO - CLEVELAND 


OF FI¢ 


DETROIT - 


PUBLISHING 


INDUSTRIALS 


(te support salesmen) 


INDUSTRIALS 
(to support distribution) 


FINANCIAL SERVICES 
RETAILING 

FUND RAISING 
OFFICE EQUIPMENT 
SERVICES 
PHARMACEUTICALS 
LIFE INSURANCE 


ly-0- -letter - 


> S11A 


TORONTO 





Neutracel: the newest reason why Hammermill Bond prints better, types better, looks better 


M 


THE MAGIC OF NEUTRACEL 





Hardwood’s finer fibers help make typing on 
| yping 


new Hammermill Bond even more readable 


pe" YEARS, papermakers have tried ; nd carbon copies. Neutracel puly - 

4 

ho) ! special properties ot j opacity, plus greater 

hardwood t mprove the / nd ot pulps r letters more App il 

that woes mre tine mpers It had rm he en feel che smoother vel 
pat 


ew Hammermill Bond 


lone —to meet the challenge of modern 


rinting presses an msiness machines ni s fe months ago Han mer 
Ni w Ha mermitl 5 cn nvented entri ‘ mancrs were 


With an ex sive process Hammer talle to ke mime il ond 
mull prod os Ne itracel” | Ip Por che eaner than ever betore ot 
first time, the finer fibers of northern f ortant developmen oO id 
hardwoods are extracted with all thei rr t SO.U00U0U000 step tor rd 
papermaking qualities intact o bring ¥ mmermil ond that 
print pet f ) t etter 
OxnSs [ f c if 
ible than ever before. That's crue becaus nal saltipics BETTIE SESIENE rs ‘an MMERAGs 
the finer fibers of Neutracel, blended pany rie ©, Pennsylvania rn 
pit BOND 
et ren ev Z er t4 ove fe fa re 
. Ue ae 


With the new Hammermill Bond 


your letters will be neater, myo read 


with other bright sturdy pulps, g 
Hammer Bond a more | 


it taxes finer pr ncine 


with Neutracel's 
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Upcaspine Lerrer Cory y Paul Bringe 
Reep-asne Cory—by O e Reed 

My Mam Onxper Dayv—by Jare fhbeor 
Tuumenan Sxercnes or Dinect Manu Success / 


Front Porcn Scurriesutrr by Henry Hoke 


FEATURES 


er Story 


Just Two SwHort Panmacs 


by Dudley Lufkin, Pie 


Husin ow . rT iT Th iN lhinecd Mau 


An Investment Deacen Poans Dinect Ferd Nauheim 


SUNKEN Roane 


Resorts or Tunes Sonvey VEAL or . srinc 1956 Dewect Man 
STATISTICS 


How tro Be Successes 


Mau. Usens—dby T. K 


On DISTRIBUTORS Sue 


Motivation Researncu anno Dinect Mau 





Henry Hoke, ¢ 
Dudley Lutkin, Fi 


Henry Hoke, Jr 
John Patatio, Jr 


M. L. Strutzenberg, H.L. Mitchell, w. 
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Over 1,000 
Shop Owners 
Know 


S 

. 

S 

+ 

that, as an aid in the 
creation and production 
of direct mail, MASA 
International is 
invaluable. 

Join these, 1,000 
progressive commercial 
duplicators in promoting 
your industry. 

A letter now will 

bring you a full 
description of 
membership services 


Write: 
MAIL ADVERTISING 


SERVICE ASSOCIATION 


18120 James Couzens Hghy. 
Detroit 35, Michigan 





DO IT YOURSELF 


ers? age® 


the last word in paper type for offset 
and electron reproduction 


SETS EVERYTHING 


Anyone can set headlines and body 
text for ads, printed pieces of oll kinds 


QUICKER, EASIER 


Presto Type comes on compact wooden 
aligns automatically 

tobs overlap 
spocing fer special 
no apaquing 


type holders 
te straight edge 
allewing special 
letter combinations 
between letters required 


COSTS LESS 


Complete fonts from 
$2.50 to $12.50 
Hes up to 62 different 
characters on a stick in 
pods of 50 each—-3000 
cherecters in all 


WRITE FOR 
CATALOG Showing 


300 Type Faces 


PRESTO PROCESS CO. 
183 $+. Paw! $+ Room 202-8 
Rochester, N.Y 








PHOTO-ENGRAVERS 


You can measure the success of 


your printed promotional mate 
rial more accurately by selecting 
Horan” in the preparation of 
quality Black & White, Benday 


or Color Process printing plates 
In the production of dependable 
photo-engravings the human ele 
ment is as great a factor as the 
best of modern mechanical tech- 
niques 

Why not call for one of our rep- 


resentatives 





INQUIRE ABOUT OUR lémm SOUND (COLOR 
FILM OM PHOTOENGRAYVING 





Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 


P. $. A copy of “The 
Art and Technique of 
Photo Engraving’ will 
aid you with your pro 
duction problems Send 


$2.00 


HORAN ENGRAVING CO., INC. 
44 West 20th Street, New York 1, 6. 7 
MUrrey Hill O-8585 
Bronch OF: Newerk, N./., Allentown, Po. 


We welcome your d 


o 


‘ect moll ideos ond news items for this deportment. Send all material to 


Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Gorden City, N.Y 


THE POSTAL BULLETIN on No 


vember 12th 1956 became a weekly 


publication rather than twice a 


week. Will result in considerable saving 
for Post Office Department in 


Although the 


printing 


and distribution § costs 


Postal Bulletin | 


employees it 


published primarily for 


postal contains much of 


interest for mailers (if you can learn t 


read it routine 


eliminate 

Worth 
Order from Superintendent of 
Printing Office 


$2.25 per year 


quickly and 


Oorgani7atior matters) getting 
regularly 
Government 


, 
Price 


Document 
Washington, D. ¢ 
eee 

A NEW INTERNATIONAL POSTAI 
( ARD Cain 
16th The 4¢ 


patrons in 


into existence on November 
International Postal Card 


provides expeditious mean 
point in the 


thes« 


of sending messages to any 


world for a nominal sum, since 


given the same treatment as 
letter mail. The &¢ 
Paid Postal Card 


opportunity for 


cards are 
International Reply 
affords an excellent 
either commercial of 


private user to provide the means 


whereby thei 


other 


orrespondents im all the 


countries of the world may reply 


without 
thus 


fo an inquiry or questionnaire 


any postal expense to the latter 


encouraging greater response than would 


result if the foreign correspondent was 


expected to furnish his own postage in 


order to reply 
—— 


eee 


IT WILL BE INTERESTING to watch 
progress of lawsuit filed by Dean Quinby 
of Rochester, New York 
New York Stock Exchange 
ing $200,000 damages for unfair compe 
Quinby Plan 
Reporter July 


how he 


against the 
Dean ask 


originated 
1954 for 


develops 


tition with his 
m i938 (See 
fascinating story of 
of stocks pri 


Stock 


monthly budget buying 


marily by direct mail) The 


Exchange announced a similar set-up 


in 1954 and has advertised that its 
only way 


plan is the possible to buy 


stocks on a monthly basis this caus 


ing Dean's claim for damages 





SPECTACULAR 
New 


A DIRECT MAII 
reated by The Rockmore Co 
York agency at 37 W. 57th 
lot of 


carried a 


sales promotion impact to the 
clothing trade. Rockmore 
Henry Hoke Award for 
Scandale 
in impressive 

P. Goldman & 
the spring and 


Vertical Vogue 


fabrics 


(winner of the 
1954 their ex 
dreamed up 
format for client William 
Bros to 
summer line of 

with Silk ‘n 
Sent to 


iting ampaign 


introduce 
Cras 


Sheen 


men s proprietors of 


GGG customer stores, the “spectacular 


was a double duty mailer serving 


both as a trade announcement and in 
\ striking ” 


vertical die-cut job showed an after-dark 


store 22 - 


display 
view of a skyscraper office building, com 
lighted Small di 
ut windows revealed illustrations of the 
Cr€ats 
Printed in 


plete with windows 


many fabrics when a tab was 


pulled four colors (handled 
to look like eleven) it was another 
dramat 


Rockmore masterpiece 


eee 


“THE INSIDE STORY OF TEMPO- 
RARY HELP” is the title of an excellent 
booklet published by Manpower, Inc 
820 N. Plankinton Ave Milwaukee 
Wis. In 24 it describes 


the gamut of 


colorful pages 


Manpower's many services 


ranging from direct mail creation 


to temporary factory help (the Manpower 
direct mail story was told in the August 
1956 Reporter, page 27). If 
to see a sample of Manpower'’s own fine 


youd like 


direct mail efforts, this booklet will give 


you a good chance 


A TIP FOR PRESS-CONSCIOUS 
PEOPLE: 


memo many 


Here's the text of a short 
editors found in their mail 
When You Need 
There's Nothing So Frustrating 
That Doesn't Answer! We 
break only be 


verification is 


last month Informa 
tion Fast 
As A Phon 
know that doesn't 


that 


news 


tween 9 and ‘S, and 


important regardiess of the hour. For 


Page 9 


Continued or 
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LABEL ¢ yO COMM 


rd Paper Mills In< 











that reason we are listing on the en 
losed card the home addresses and 
phone numbers of those who can give 
ou a fast answer when ou need it 
nost Memo ame from the heads up 
PR ic partment ; ‘ ! Forman Di 
( orp Lou y with 
tn Joe Scho ir ¢ reiation 
ind Matt own media rela 
We 
B-F not 
1 Downer 
full-time effort 


eee 


AN UNUSUAL FORMAT 








the 
kdithona 
irdboard 
ograph o 

sted 
mY ition 
orrugation wi 
urface of the 
tonal cooling 
ated cover torn 
mpre ive by 
sles letter produ 


mart pack ive 


eee 


IS THIS A READERSHIP DEVICE? 
Thayer Russell American Pulley Co 
4200 Wissahickon Ave., Philadelphia 29 
Pa howed us a folder and letter he 
eceived from Modern Materials Handling 


nagasine 195 Boylston yf Boston f 


DECEMBER, 1956 


Mass. Letter said the magazine had a 
problem: the enclosed folder was popular 
executives told them it was impressive 
and helpful and Modern Materials 
wondered why We still keep squinting 
at it,” the letter told Thayer, “wondering 
what accounts for its special appeal 
Then, the hooker if you can figure it 
out after you've looked over this foidet 
please let us hear from you We looked 
over the folder (a survey-type presenta 
tion showing advertising linage in MMI 
ind other books im the field) then 
ick to the letter to Thayer. Seem 
wsking-for-help cover 
pecial appeal thar 


imitiar one “i 


} 
ow " i 


ITS HARD TO BELIEVE 


Gift 


on tf 


ONE OF THE LARGEST PROMO 
TION PROGRAMS ever undertaken | 
i Property and Casualty Insurance firm 
was backed up this fall by hard-hittiny 
direct mail to 20,000 insurance agent 
North 
St Philadelphia |, Pa., merchandised 


America Companies, 1600 Arch 
the gigantic campaign to agents through 
a Journal of Good Selling... a new 

paper -ty pe 


lirect mail piece which ex 


plained the program. It was a thorough 





ADDRESSING 
MACHINES 


fler you the only competition 
you can find in the Addressing 


Vachine industry 


onsult your vellow telephone 
write to The Elliott 
Machine Co., 


wok or 
\ddressing 
12% Albany St 


9. Vass 


Cambridge 





no 
shell game 
here... 


our clients - 


ALWAYS ‘wit 


py, art, print 
beep you 


picking uf 


SALES LETTERS 


153 W. 2ird tt. Mew York tt 
Telephone WAthins 9 26860 | 

















SHOR, NOUE 


job, bound to whip up a iot of agent 








attention in the program. Handled by 
N. W Ayer & Son, In the North 
America Companies cooperative cam 
paign will ultimately reach more than 
26 million families with local dealers 
taking adjacent announcements in mass 
media 


eed 


THAT “PLAN AHEAD” SIGN fea 
tured in the July 1956 Short Notes 
department was origmated by Doyle 
Printing & Offset Co., Inc laims 
Elwood B. Doyle, treasurer of the firm 
Mr. Doyle says his Washington, D. ¢ 
printing company has been printing these 
sign ice 1941 In fact, they have a 
continuing program mailing a number 
of clever slogans which are cither given 
to them by customers or staff-<reated 
Doyle sends them to a list of about 
§.000 prospects gettin an average 
of 10% return of inquirk In the past 
1S years,” says Mr Doyle we have 
printed about 5 million of thes 
cards If you'd like to se 
them. write to Mr Doyle at 
St NW Washington $. DA 


him to put you on their mailing 


eee 


HOW LABELS ARE USED to solve 
promotion and merchandising problems 
is the basis of a new portiolio from Allien 
Hollander Co., 381 Gerard Ave 
York SI, N. ¥ 1S different case 
(presented on separate inserts, w 
label specimens attached to 
how pressure-sensitive lab« 
promotion and merchandising 
portfolio show for ecxamy 
ompany } ry a 


All of us here at- sure with 
Cupples Envelope Company 
extend to you our sincere 
best wishes for the 
Holiday Season. May 
it be filled with happiness 
and good cheer 


A CARTOONED BOOKLET FROM 
LNDERWOOD CORP. » “ 


upples pas been going 


M 


wood proc 


j 
hoosr tet 


TR §-6285, ¢ , 


: sine 


OTHER 4 WASHINGTON - PHILADELPHIA 
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Nels Superfine 


es 2 
p 7’ oa anh 5 vistol 


Annual reports...anniversary booklels...and preslige pieces of many 
hinds find a perfect selling in the quietly luxurious surface of 
Wchawk Superfine. Rich in appearance and spollessly clean... 
first choice for the finest printing by lellerpress, of fsel and gravure. 


i Vohawk Paper Nill 





reply card is addressed to Underwood 


headquarters in New York (used in gen 
eral mailing) the other folder leave 
the return address ection of the repl 
card blank (for a hand write-in of 
branch or agency name). This makes a 
big hit with not only local salesmen but 
also prospects who want fast action in 
answer to their inquiry. Good idea 
because many people we know sometimes 
get into a different kind of “tizzy”™: wait 
ing for the main headquarters of big 
corporations to answer their inquiry. The 
Underwood booklet is short, sweet, amus 
ing and geared for fast action. If 
you'd like to see it, write to R. K. Alerton 
Ir | Park Ave N. Y. 16, N. ¥ 


DEBATING THE BAIT” is the head 
line on an impressive self-promotion 
folder from Wetmore & Company 
(printers) 1015 S. Sheppard Dr., Houston 
19, Texas. Headline is shown against 
a background of three businessmen in 
a “serious” conference. Inside, you see 
the theme is fishing. Tipped on to the 
page are several small feathers, making 
a handsome-looking fishing fly In 
printed advertising says the copy 
there's no ‘debating the bait.” The skilled 
craftsmen of Wetmore & Company are 
men with background and experience 
These men know the value and meaning 
of product interest and sales results as 
well as the essential avenues of appraacl 
to achieve both The catchy headline 
good theme and copy, realism with the 
tip-on, and an excellent printing jot 
make this folder a fine printer's pro 


motion 


When it comes to mimeo paper, take the word 
ta tte xpert one who uses Nekoosa 


Mimeocevery lay. She dwstets o1 Nekoosa Mimeo 


juality because the lint-free bond finish gives Has been retained once again a 


“ADVERTISING BENEFITS YOU! 
s the 


theme for National Advertising Weeh 


leat shary clear reproduction on any mimeco 
machine. Makes fer work look good because it 


works so good Lies flat, never curl re f 


to be celebrated February [0t 
through the 16th Sponsored by the 
Advertising Federation of Ameri 
the Advertising Assn. of the West 


vrinkles-—-goes through the machine smooth|l, 

your chotce 

lors 1987 impaign will be expanded in a 
media As in the past, a concentration 
of radio, television, newspaper, outdox 
and direct mail messages will bar hom 
the importance advertisin n our 
economy and way With Thoma 
D'Arcy Brophy of Kenyon and Eckhardt 
as general chairman, 24 advertisin lut 
agencn and associations will give the: 
full support to the ampaign. From th 
Netooss Bond ona Ledger © Nehooss Duplicator PA me BS RS direct mail camp John D Yeck of 
Netoosa Mimeo @ Netoosa Manifold © Netooss Offset 


Yeck & Yeck,. Dayton, Ohio, is workings 


Nehooss Master lucent @ WNehoose Opaque 
and compamon ARDOR Papers 


‘A €OwaeOS rarer THE REPORTER 





Gathers 3,000 sets an hour— 


Macey Collator saves users 


up to 90% of hand collating costs! 


The Macey Collator finally disposes 

of gathering and assembling by hand a 
drudgery job, resented by office people, and 
a long-time headache for office managers 


and methods men 


The Macey collates cight times faster than 
manual workers, and far more accurately 
prevents disruption of office work schedules 
borrowing of personnel, avoids overtime and 
standby crew expense, gets printed matter into 
use sooner, at a healthy cut in overhead costs 

The Macey Collator brings a new versatility 
to collating assembles single sheets, signa- 
tures, card inserts, samples and photographs 
of varying sizes, weights, and finishes. It can 
put together complex presentations of as- 
sorted exhibits, as well as routine collections 
of multigraphed and printed pages, lists, 
releases, bulletins, instruction manuals, cata- 
logs price schedules, etc 

In any paperwork operation — insurance, 


research, mail advertising, printing, education, i scliiimmiiah atte inadl Gncttien feniiien wanted 


Armed Forces, government agencies — the 0 cet, Ea setup 


Macey Collator can make important savings and ets a al | nehes; and as large 


in time and costs. And its wide utility lets depending on model 


’ or 16 stations 
many departments share in the savings _ 
Y unit, atid wire 
A survey of your collating requirements, 


without obligation. will show how the Macey 


j 


can help vou. Call any Pitney-Bowes office, 
or send coupon for booklet and case studies cae e ae Ser ae ee ae ee aS 
a 


The Macey Collator is 


. sold and serviced by 
Pitney-Bowes, Inc. 


Firm 


Originators of the post met j wh erotr ling Addr 
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CUT YOUR 
MAILING 


COSTS! 
WITH THE 
MODEL 
No. 6 


This portable table SAXMAYER 
Voedel Neo. 6 ts especially adapted 
to the letter mail alee designed 
for general purpose tying of bun 
dies in any sequence up to 6” high 
Adjustable 


legs and casters available at a small 


without adjustments 


siditional cost 

All SAXMAYER tyers are noted 
for SAPETY sutomatic releases 
where needed; SIMPLICITY all 
working parts are interchangeable 
net only attractive in appearance 
beast leo EFFICIENT fully aute 
matic, speedy, firm, nonelip tic 
economical in twine and time. Let 


ue preve toon our t jal basis 


Whatever your tying problem, there 
is « SAXAM AYER model to meet 
it. Write ws for detaile and litera 


ture 
DEPT. A 


NATIONAL 


BUNDLE TYER CO 
Blissfield, Michigan 








Make More Money 
With Mail Order 


by learning how the top 
experts in the field do it. 
Advice of 23 mail order 
stars is featured in... 


MAIL ORDER STRATEGY 


Details on page 37 


Copywriter Available 


Cepychiet material Specializing in direct 
melt en beoks. tmpressive recerd of sue 
cousees. Also much other experience: redie, 
TV; verted prodwets ond services. New York 
or L. |. enty. Bex 122, The Reporter, Gerden 
City, w. Y 





SHORTANONES 





(set behind . Advertising Week and 
upport you an Re 


ket Oth to 16th 


eee 


HERES A NEW WRINKLE for 
istifying typewritten copy which 


climinate retyping All you have to do 


now for flush re ‘ ivs Foto 
typ In j } line bodily 
with your finger ‘ tretch i 
into alignment. The secret is Justi- Type 
i tretchable paper developed by Foto 
ype, In The paper is a specially treated 
sheet lamimated lehtly to i pre 
ensitive backu Evenly paced 

ontal ul n th top layer are keyed 
to the fr “ \ of most standard 
typewriter ‘ or line is picked 
up and é é » justification (sec 
photo) listortion 
fF otot px 


qualize hetween il line 


haracter informatior 
rite to 


( hicago 


eee 


IDEA ART, the year-old syndicated 
irt service. made a hie hi at the DMAA 
convention They released their second 
Idea Art Portfolio this fall con 
tainin i thousand new ready-to-use 
illustrated subject I \ tries to direct 
the msociation of thew art to a copy 
theme to spark imaginative use 
The Idea Art Portfolio No. 2 shows some 
good practical examples of how the stock 
drawin in be iven a number 
different twist You can get more 
formation by writing to Idea Art at 

FE. 38th St. N. ¥. 16, N.Y 


eee 


“NEATNESS COUNTS” ins most 
mass Consumer contests and now the 
same type of neatness sm counting 


heavily in the development of good mail 


order ist } Walker ! nnessx 
Advertisin rency Corp Box 1 
Batavia recently sen u the 
follows ietter » vO av or 
everal people who 

that over 
irom space 
from direct 
wilt i pal 

Naturally 
they the top 10 rf le population 
from a standpomt of wealtl mcome 
social stat ind intelligen where thes 
personality trait ire normal Al 
though the letter didnt say so, we u 
pect the names are customers of Ed 
popular Kozak Dri Car Wash. So the 
clipped order ire not only neat and 
meticulou they also ep thew 
sutomobiles spoth 

~_— 


eee 
A “ROGUES' GALLERY” CAM- 
PAIGN | retting 


Seamle T ube Div C opperwe Stk 
Created b Howard 


ittention for Ohw 


Co Shelby Onw 
Swink Advertising Agen 


‘I Marion, Ohio, the 


prospect 
OSTLCO 


wanted 


changed 
a different engine i ood 
campaign j wi wondere sboutl 
th possibility o " firs Head 
line read y I hye BI 
(*fraternity « é i es) I he 
government 
vertising mM 
ampaign mi 
eral hot water 


eee 


INEXPENSIVE PRINTED SIGNS 
BY MAIL is a booming busine 
ing out of Newark N. J \ we lone 


operat 
comprehensive booklet fron Stewart 
Signs, 220 Mt. Vernon P 

f ‘ Pag 2 


Newark, t 


THE REPORTER OF DIRECT MAIL ADVERTISING 





When you need oa broker 
who will treat your list 
requirements with 
competence and 
professional know-how 


planned circulation through 
its merger with promotions by mail 
offers free to customers 


EW SERVICES 


| Professional advice in planning direct mail programs 
@ | setting up mailing schedules 
> mapping out test programs 


These new services are designed to meet the needs of cus- 
tomers who need professional help—and for customers 
who want to back up their own judgement by “talking it 
over” with another pro. 


Planned Circulation is proud to add these services to those 
that have made people say, “Planned Circulation is the 


'« 


Customer’s List Broker.’ 


Planned Circulation will continue to comb the market to 
find lists to fit the needs of the client... to follow through 
on orders until delivery is made... to freely pass on 
knowledge gained from working on “both sides of the 
desk”... to give the same consideration to the list buver 
and the list owner. . . and to give the list buyer of a small 
volume the same service as the buyer of millions. 


planned circulation 


MUrray Hill 7-4158 


19 West 44 Street, New York 36, N. Y 












Craze in the a. 
°@ stapler I © advertis; 
Plastic bing; * Pred to exbrace pus "€ field began with the 
ns. 4 report co 
vers, 
entation bing. 
» Weare entirely 
Rprocee yet! 





ers. But Fea 
Fe note 
t once — 
00 busy bookbinding pa eens 
, ink 


+ Ase) Pres 









or Sdvertis: 












ing box s ‘ 
ot amazo anyone. in Paper, cloth , Pecial. 







eno Bu or ” 
ough to earn « Special; “ the fact that wo ¢ losther 
Other B *8ilst’s rati, Ver them ao}) 
*lford firs: 7 Sting gives usa —_— 
™* ~~ The Bookb f warm glow, f 





nders itp the 





Warm Glo 





Belford 


COVER STORY: 


While the copywriter’s identity is confidential . . . there’s no mys- 













tery about his terrifu talent for creating clever cordial contacts 






Since 1950. he’s done it every month with 





...Just Two Short 
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during long periods between calls paragraphs than a lot of copy writers 








Paragraphs on a 


who take a three page letter. With a 
mixture of wisdom and wit, he bangs 
home his sales point hard by 
making it sound as though he really 
doesn't give a damn one way or the 
other. The result is . . . his readers 
love him. 


By not taking the thing too seri- 
ously, this « opywriter has scored high 
He 
even goes so far as to define his lit- 
efforts for Belford 


Here's how he explained the 


readership month after month 


erary as “corn- 
cards.” 
“corneard” campaign in one of the 


very first mailings: 


Your arsenal of interesting trivia will be 
augmented by the knowledge that these 
Belford concards are divided into two parts 
Part one is humorous and part two is seri 
part 
contusion be 


ous, Sometimes part two will precede 
This may cause some 

people may while 
reading the humorous chuckle 
when we make our pitch for their busines« 
Please 
supposed to and give us the business when 


cause become serious 


gentlemen, laugh when you are 


you are supposed to either in part one 


or two 


When we asked Harold Goldring 


Postcard 


by Dudley Lufkin, Field Editor 


why serious, highly 
binding business embarked on such 
an offbeat, pun-loaded approach, the 


manager gave us this logical 


a competitive 


sales 
answer: 

“Like the printing business, most 
important of 
tions, easels and book binding know 
as much about them the seller 
By underplaying, soft-pedaling the 
sales pitch, we don’t preach ‘products’ 


buyers sales presenta 


as 


but create a “personality.” 


But he still wouldn't tell us 
does the actual creating. When 
read the entire series a 
we got to thinking that 
perhaps Mr. Goldring was smart, in 
deed, to keep the identity of their 
exclusive “personality” a mystery 


The filled 
panies which have the same big sales 
problem as this New York binder 
And if Belford, you 
would probably want to keep an ex 
clusive on such a wonderful solution 


who 
we 
“corncard” 


second time 


woods are with com 


you were too 


just two short paragraphs on a post 


card. @ 
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130,000 Visitors Poured Through N. Y. Coliseum As... 


NATIONAL BUSINESS SHOW REFLECTS 
THE BIG BOOM IN AUTOMATION 


Wi A DESCKIPTIVE THEME of 
“Automation Personified”, the 
massive 44th National Business Show 
held in New York on October 15th to 
Mth left one thing crystal clear 

Direct mail automation is su eeping 
the nation 

Covering more than twice the area 
of last year's show, the huge business 
expositron spread over a total of 5 
acres on two floors of New York's 
mammoth Coliseum. 365 exhibits 
87 more than last year—showcased 
hundreds of modern business prod 
ucts and services . . . including every- 
thing from “accounting forms” to 
“xerox services” 

The 1956 Business Show was truly 
the largest of its kind ever held any- 
where in the world. And, representa. 
tion of manufacturers selling direct 
mail equipment was never greater 
anywhere 

But the biggest question answered 
by the show was not “how much?” 

but “how?” An enlightening tour 
through the Coliseum produced the 
answer in one word 

Automation 

While it's impossible here to fully 
describe all the achievements dis- 
sjlayed at the show, here's a brief out- 
line covering just a few of the many 
impressive show-stoppers 


Duplicators: 


DP Duplicating has moved into the 
quality bailiwick of the printing press. 
Rex-Rotary Distributing Corp. fea 
tured their “Electro-Rex” 
stencil cutter . . . producing stencils 
or plates from practically any graphic 
material, ine luding photos. The “Elec 
tro-Rex” process is an optical scan- 
ning system which picks up image of 

= it to a cutting 


electronic 


original, then trans 
stylus which cuts a perfect plate 
Dd The first single an electric 
mimeograph was introduced by A. B 
Dick Co. It features a foot switch 
which activates an electronic device, 


permitting the cylinder to turn exact 
ly one revolution. Cylinder stops in a 
position which assures exact register 
on labels, et 

>> Ditto, In 
model offset duplicator with an “elec 

tronic brain” eliminating opera- 
tor control for second runs. The auto- 
mation unit can be programmed to 
“remember” the correct combination 
of ink, number of 
copies for any particular run. Then, 
identical copies can be duplicated at 


introduced a new 


moisture and 


the touch of a button 


Inserting & Mailing Machines: 


> D> Automation is a vivid reality in 
mailing operations. Inserting & Mail- 
ing Machine Co., for example, showed 
a single machine which gathers up to 
& enclosures, opens envelopes, stuffs 
enclosures, seals the envelope flaps, 
prints indicia, counts and 
stacks the finished mailings. Only 
human effort needed is to fill empty 
Perfectly processed 


pe vetal 


ing feed boxes 
mailings come out at the rate of 
4,500 per hour. Machine turns out 
more pieces per hour than could be 
done by a staff of 10 mailing clerks. 
DD Pitney-Bowes demonstrated what 
is claimed to be the fastest inserting 
machine on the market today 

their Model 3100. It collates, and in- 
serts enclosures, opens and stuffs en 
velopes, counts, seals, stacks and op- 
tionally imprints postage with a po- 
tential cycle speed of 6,000 pieces per 
hour. The 3100 also features elec- 
tronic light detectors to insure accu- 
rate insertion, etc. 


Typewriters: 


> DP International Business Machines 
premiered the first typewriter with 
“electronic intelligence” which 
“reads” as it writes. An electronic 
“sensing unit” inside the machine 
automatically finds the correct spot 
to stop the carriage for typing. This 


electronic intelligence eliminates 


presetting of tab stops, et bere ause 
it reads right from the paper being 


typed 


Automatic Letter 
Producing Machines: 


>> Automation has also come to pet 
sonal letter production. A ddresso 
graph-Multigraph Corp. demonstrated 
their Model 1938 Letter Writer and 
Printer. This single machine takes a 
blank sheet of paper, and in one auto 
matic operation prints the personal 
salutation, letterhead and body text 
and facsimile signature. It also han- 
dies printing and addressing of reply 
cards and envelopes... from blank 
envelopes or cards. The machine also 
offers automatic name selection dur 
ing the run without disturbing 
the plate file sequence. Makes pin 
pointed mailings possible . . . by 
automation 

bP Another new Letter Writer and 
Printer, called the Adrema, reprodu- 
ces individually personalized letters 
in up to six colors. Manufactured by 
Adrema-Werke of West Berlin, Ger- 
many (marketed here by Efficiency 
Machine Corp.) the machine prints 
the letterhead, date, name of adress 
ee, text ad salutation at speeds up 
to 4,000 per hour. Marginal notes, 
postscripts, underlinings, etc. can also 
be printed at the same time 


This report only scratches the sur- 
face of countless electronic wonders 
now available from manufacturers 
leading the way toward faster, more 
systemized and controlled direct mail 
production. Through research and 
engineering achievement, exhibitors 
at the 1956 National Business Show 
presented a first-hand demonstration 
of “Automation Personified” .. . one 
of the brightest stars in direct mail’s 
immediate future. @ 
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Mew to 
setect envelopes 
ther 
speed up 


INSERTING 
MACHINE 


operations 


Three new “How” books of special interest 


to direct mail advertisers 


Carrying on its tradition of supplying helpful, 
service-type booklets to envelope users U.S.E 
announces the publication of three pieces of printed 
matter which should be of special interest to those 


concerned with the production and use of direct mail 


advertising. Each is pictured above and briefly de- 
scribed at right. Ask your envelope supplier, or write 
to Advertising Department, United States Envelope 


Company, Springfield 2, Mass 


Si ing eee ee oe hd Be) 8 2 Comrany 


SPRINGFIELD 2, MASSACHUSETTS 
(4. 15 Divisions from Coast to Coast 





1. 16-page folder “How to Increase 
the Effectiveness of Direct Mail with 
Envelopes’ features styles of en- 
velopes and printing devices which 
have been found effective in direct 


mail advertising 


2. 8-page folder “How to Select 
Envelopes That Speed Up Inserting 
Machine Operations’ designed to 
minimize down-time of inserting 
machines through fore-knowledge 
of best styles and sizes of envelopes 


to use 


3. 28-page booklet “Practical 
Digest of Postal Rates, Regulations, 
and Envelope Specifications’ —a 
brand new approach to an under- 
standing of P. L. & R. references 
affecting the ordering of printed 


envelopes for use in the mails. 





An Investment Dealer Plans a 
Direct Mail Campaign 


H' is AN INVESTMENT DEALER 
operating in a fair sized city 
We'll call him Mr. Blue. Mr. Blue 
has been in the securities business 
for more than twenty vearse. Dur 
ing the past five years he has spe 


Mutual 
good 


clalized in the offering of 
Fund 
salesmen working for him and Ms 
Blue is 


is growing Like any 


shares He has eight 
doing fine. His business 
good busi 
ness man, however, he wants more 
growth and his salesmen want more 
good leads 

Thats why we we're talking 

| had been asked to visit Mr 
Blue to help him to develop a lead 
getting direct mail campaign. “I've 
tried every kind of direct mail, 
he told me, “but the 


very meagre and expensive 


returns are 
I keep al 
it only because | hear so many people 
in the industry telling me that it can 
he the most effective type of adverti« 
ing | can do.” 

First we tackled the list question 

What kind of lists are you using? 
| asked 

I've tried all kinds of lists he 
said We use stockholder lists when 
ever we can get them \ mailing 
house in town has a swell list of the 
wealthiest people in the area I've 


The head of 


agency here is a friend 


used that once or twice 
the Cadilla 
and client of mine and he's let me 
use his list. Now let me show you the 
kind of mailings we've made 


But | said Hold it a 


Maybe your mailings have been won 


minute 


derful, but you have told me already 
why your results are not so wonder 
ful. Mr. Blue 


have dom s tine 


you and your salesmen 
job selling mutual 
fund shares. Have you ever taken an 
inventory of the kinds of people who 
buy from you? 

Well, an inventory, no. | have 
' pretty good idea of what they're 
like Then he pulled out a card file 
ind started giving me some statistics 

human statistics 
After twenty minutes a picture had 


been formed. Mr. Blue and | could 


by Ferd Nauheim 


Direct Mail Consultent, Partner, Kalb, Voorhis & Co 
Members New York Stock Exchange 


see that his average customer was a 
pretty average guy He was a work 
ing man earning something in the 
neighborhood of $10,000 a year. He 
was married and had two kids. He 
range in age between 30 and 40. He 
had some life insurance, a modest 
savings account and normal, healthy 
dreams about the future. Very few 
of them owned any securities prior 
to their mutual fund investments 
Most of those who did either had 
stock that had been left to them or 
stock of the company they worked 
for 

| was ready to ask the next ques 
tion, “Apparently the composite man 
we ve just visualized is the man most 
interested in what you are offering. 
Are you satished with the kind of 
business you are getting from Mz: 
Composite 7 

Yes, he was. The average invest 
ment these folks had made was about 
$1800. A great many of them were 
making systematic investments every 
month which meant a steady flow of 
effortless commissions earned 

Fine | said Let's go back to 
liste then You've used stockholder 
lists, wealthy lists and Cadillac own 


ere Mi 


Lomposite isnt on one ol 


them. ITll agree that many of the 
people on the lists you've been using 
should be in mutual funds, but they 
are the toughest prospects you've got 
Most of them probably have estab 
lished relations with a competitor of 
All of them probably get mail 


investment firms 


yours. 
from quite a few 
There are ways to reach such people 
by direct mail. Right now, however, 
you are interested in getting a good 
supply of leads for your sales forces 
Don’t you think it would be a good 
idea to concentrate first on the limit 


of Mr 


town? Your records show that you 


less number Composites in 
know the language of these people 
they want and need what you 
offer they are good customers to 
have.” 
Mr. Blue agreed. We talked for a 
while about the best means of getting 
the Mr Finally it 


was decided that since his salesmen 


( omposite lists 
would be following-up each inquiry 
with a personal call, it would be a 
pretty sound idea to tackle the pros 
neighborhoods. Mr. Blue 


and his men know their town well 


pec ts by 


Che street address telephone directory 
would be a useful tool They could 


select those neighborhoods where the 





Ferd Nevhewm 


Reporter's Note: When Ray Trigger of in 
vestment Dealers Digest asked me to eppecr 
at Mutual Fund Convention lost September 
| had to de some serious studying of Mutuol 
Funds and their promotion. Since thet Chi- 
cage Convention, I've heard from many tn- 
vestment Dealers wanting to know more 
about direct mail for their business. | asked 
my old friend, Ferd Nevheim of Washington 
D. C., to help us out. Here is his first con 
tribution ond we hope there will be 
more. Although it's o peculiar field the 
thinking conteined here could be applied to 
many businesses who have not analyzed the 
morket too clearly. Ferd Neawheim (1037 
Weedwerd Bwilding, Washington 5, D.C.) 
has done some remerkable things with direct 
mail especially in financial fields. He has 
furnished consulting and creative service all 
over the mop. Recently he became o portner 
in Kalb, Voorhis and Co members of the 
New York Stock Exchange. If ovr Mutual Fund 
friends hove further questions shoot them 
along and we'll try to get Ferd te answer 
4H. Se 
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Mr. Composites lived. When a cam- 
paign brought in inquiries they could 
save a lot of travel time by concen- 
trating on compact 
areas. 

Then we turned to another list of 
questions. “Mr. Blue,” | asked, “Have 
your salesmen ever done any cold 
turkey calling?” They had. “And 
when they did make cold calls did 
find that they were making a 
fair number of sales the first 
they had a chance to talk to a pros- 
pect?” 

“Oh, no,” he laughed, “That rarely 
happens and it’s just luck if it does 


comparatively 


you 
time 


The average is that a sale is made on 
the third or fourth call.” 

It was my turn to laugh, but | 
didn't. I just asked, “How do 
expect a piece of paper to do what a 


you 


well trained, flesh and blood, person 
When 


were telling me of the different lists 


ible salesman can't do? you 


you have used | got a clear impres 
sion that you have tried one list after 
nother.” 

He admitted he had and 
take 


reach the 


it didn't 
conversation for him to 
that the 
sound direct mail campaign he should 


muc h 
realization only 
contemplate was one based on re 
peated mailings to a carefully chosen 
list. 

The mailings Mr. Blue had been 
using were spread out on the table 
There were eight different ones. Four 
triple postcards provided by 
different Mutual Funds. They 


merely named the Fund in question 


vere 
four 
and invited the reader to send for a 


free prospectus. Two were envelope 


mailings on specific Funds. Lach of 
these carried a letter, a heavy pros 
pectus and several pieces of addi 
tional printed matter Third Class 


postage, on eat h of these, was 6¢ a 


Neither 


form. The remaining four embraced 


unit contained any reply 


two that carried nothing but a prinied 
with Mr. Blue's 
letters. The letters 
colorless and studded with Wall Street 


terminology 


folder imprint and 


two were heavy 


Then we went to work 

The thought behind the 
we created was to show the people on 
his Mr Composite list that they had 
i great need that an 
mn a Mutual Fund might provide a 


iiipaign 


investment 


dynamic answer to the need that 
Mr. Blue and his staff were mighty 
nice and well qualified people to deal 
with that it was immensely im 
portant to Mr Composite that he 
make an appointment 


Three of the letters created for Mi 


Blue, and their results are shown at 


the right — 


DECEMBER, 1956 
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NOW 
RAPID 


FILM 
LETTERING 


TO ANY SIZE 


YOU WANT 


Reduced or Enlarged... 
Positive or Negative 


Still only *1 a word! 


With our newest equipment, Rapid 
Film-Lettering gives you a choice of 
lettering styles in exactly the sizes you 
need for your layouts or mechanicals 
eliminating the usual delays and ex 
pense of stats 

No extras. Round-the 
All styles. Glossy prints 
for reproduction. Mail deliveries any 
where in U.S.A. Order from Style Book 
DM. Free on request 


RAPID 
| TYPOGRAPHERS INC. 


305 East 46 St., N.Y. 17 
MUrray Hill 86-2445 


No minimum 
clock service 





22 Mail Order 
Experts Answer 
Nearly 600 


Questions In 


MAIL ORDER 
STRATEGY 


. an idea-packed manual 


of personal interviews con- 
ducted by Lewis Kleid. The 
volume is profusely illustra- 
ted... 


material the experts use to 


showing samples of 


get orders by mail. Price is 
only $7.50 . . . direct from 
The Reporter of Direct Mail 
224 7th St., Garden City, N. Y. 











Sunken Roads 


by Glenn Stewart, 


Kalamazoo Parchment Ce . 


We've always admired the 
writing ability of Glenn Stewort, advertising 
Vegetable Parch 
ment Company, Kelamezeoo, Michigen, 
editor of its hm The KVP Philosopher’ 
in Vol. 25). Glenn has been ovtdoing himself 
lately with humen interest accounts of a trip 
abroad His descriptions are os fascinating as 
@ best selling novel. We can't resist reprinting 
this item from Vol. 25, No. 6. lt contains some 
sound advice all of us should take to heart 
os on old yeor draws to aon end ond we face 
another year of planning 


()° rue l7rH oF JUNI 
word Waterloo stood 


t little town 


Reporter's Note 


moneger of Kalomerzeoo 


and 


(now 


LOLS, the 
only tor 
in Belgium 
it had 


Meaning For it was 


mur Import i! 
By night of 
taken on 
on that day an allied army under the 
Duke of Wellington French 
army under the Emperor Napoleon 
Napoleon lost. From that day to this 
Waterloo is a synonym for 


the tollowing day 


inew 


the mar 
failure 
Why did N ipole on lose? Historians 
offer Napoleon 
himeelf hecause General 


Most 


agree that had the timing been better, 


a number of reasons 


said it was 


(,rou hy did not follow orders 


had forces gotten to where they were 
supposed to be at a certain time, Na 
poleon would have staved off St 
Helena a litth 

Victor Hugo 


story 


longer 

with more the eye of 
teller than that of 
a historian, placed a good bit of the 


a romanti 


blame on a “sunken road.” Acs ording 
to his account, a strong French force 
which could well have turned the tide 
of battle was marched in close order 
toward the front down a road which 
led through a narrow defile. In this 
gully they 
artillery enfilade and slaughtered so 
that the dead were piled up until they 
filled the gully from bank to bank. 

Since Napoleon was usually a mas- 
ter at making the enemy fight him 
site of his own choosing and 
the terrain in advance as well 
as he knew the palm of his hand, the 
story does not stand up too well. Yet 
there is just a possibility that it has 
some truth, that through some slip 
of his Intelligence, he did not know 
of this sunken road. Or if he did 
know of it, that he did not consider 
it of much importance. And so “he 
met his Waterloo.” 


were caught by heavy 


on a 
knew 


id ertising Va age 
Kalamazoo, M 


Thousands of battles have been lost 


by similar ignorance That is why we 
have the axion An 


than its 


irmy is no better 

Where is the 
How nany? How is he 
equipped ? Where are his supply 
What is his m Does he 
stand and slug it out or will 
Where 
swamps 
This is the 


battles 


Inte lligence 
enemy j 


} , 
lines rait 


like to 
hit-and-run tactics 
ure the 
the gullies. the roads? 


upset hi 


rivers, the woods, the 


kn wledge inat Ww 


or every military defeat because 
of a sunken r 
sand business Waterloos for the same 


lacks 


or it does 


uid there are ten thou 


reason. The management either 
all the needed 


not 


niormation, 

issign it its proper 
This « KVP, 
1 sunken road the 
[he founders thought 


importance 
nearly ran 


very first year 


ompany 
into 
of its existence 
they could 
$50,000. It wasn't enough, not even 
in 1909. Only by the of God 
and some baling wire did they pull 
through. If stockholder hadn't 
weekly payroll or from 
his personal pocket, they might not 
have made it. The 
in the sunken road marked Too Little 
Capital far out-number the bodies of 
the Frenchmen in the sunken road at 
Waterloo. 

Unwillingness to fills 
other sunken skeletons 
“My father did it this way, my grand- 
father did it this way, | will always 
do it this way” 


get going on a capital ot 
grace 


one 
met a two 


business f orpses 


change an- 


road with 


is the inscription on 
countless business tombstones. There 
is more of it left today than you may 
think. When you're through chang- 
you're should be as 
the the 
business manager as Safety First in 


ing, through 


much in consciousness of 
that of an airplane pilot. 

You are away ahead of us in nam- 
ing a dozen other sunken roads. Try- 
ing to get along with too little re- 
search, too little advertising, too little 
modernization, taking too much for 
granted, carelessness of quality, in- 
different labor relations, slack credit 
policy. 

Sunken roads, known and evaluated 
in advance, can be avoided. Un- 
known, or dismissed as unimportant, 
they lead only to Waterloo. @ 
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‘You can vet 
it all from 








/ 2 
M a permakers 
7 Ca lo America 


Correspondence and Office Papers 


With experienced papermakers, modern mill Letterpress Papers 
Offset Papers 


indexes and Bristols 


facilities, and vast woodlands, Mead is in an ex- 
ceptional position to make and market a wide 
range of grades. Here is a list of products, each of 
which successfully meets three Mead require- 


ments: it is the best of its class: it fills a real 


Cover Papers 
Specialities 


customer need; and it provides ever greater value 


Label Papers 
Business and Accounting Forms Papers 


through improved quality. 


KKXKKKEKK 


THE MEAD CORPORATION 


Dayton, Ohio 


Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio 


i] . 
a ers New York - Chicago + Boston + Philadelphia + Atlanta 








Viail Order 





What Do Mail Order Sellers Say 
About Business Conditions? 


EWIS KLE COMPANY, mailing list consultants at 25 West 45th Street, New 
| 4 York 36, N.Y. conducts a Continuing Study of Mail Order Trends . by 
periodically questioning a number of big mailers about mail order business 
conditions. To check the pulse of mail order's different interests, the questions 
are directed to three panels of experts, representing: |) Magazines, publishers, 
book clubs, ete.; 2) Business and financial mailers: and 3) Mail order gift 


sellers 


Results of the latest Kleid survey, released in late October, showed that enthu 
siasm and optimism is running high with most mail order sellers. They had 
a good year up to October and the presidential election as well as Mid East 
and Hungary situations seemed to have no dampening effect on late 1956 mail 
ing plans of all three groups. Overwhelming optimism was clearly indicated by 


a majority of comments to the question 


What's The Outlook For Last Quarter of ‘56? 


16 out of 19 publishers asked said it was “good 
12 out of 15 Bus-financial mailers replied “good 
15 out of 23 gift sellers asked commented “good” 


Further indication of good mail order business conditions was seen by the fact 
that many mailers said they were mailing in increased volume right through 
to the end of the year. All three groups also expressed considerable interest in 


the Canadian market, still a fertile mail order field 


In short, most survey respondents feel sure of a profitable mail order future 


probably because of good '56 results reported in these statistics 


SOSINESS & =A 
FINANCIAL ORDER 
MANERS GIFTS 


MAGALINES, 
BOOK CLUBS, 
PUBLISHERS 


How did the Sed Quarter of 1956 
compare with the Jrd Quarter of 19557 


Ketter 

About the Same 

W ore 

How does the first 9 months of 1956 
compare with similar periods of 19557 
Ketter 

About the Same 


W oree 


Pharmaceutical 





What Doe 


Receive 


I. VERY YEAR, for many years, Ha 
4 Avenue, New York 13. New Y 
“selling mail” received by the aver 
between May Ist, 1955 and April 3 
is receiving more mail than ever be 
vious year. But only about 10 a wee 


the amounts for last four vears 


Pharmaceutical 
Medical books & Journals 
Equipment & Instrument. 
Miscellaneous 


TYPE OF ADVERTISER 

Pharmaceuticals 

Medical books and Journal subscripti 

Medical equipment and instruments 

Miscellaneous—includes all mail of 
a non-medical nature 


TYPE OF POSTAGE USED 
Printed permit 

Postage meter 

l\o¢ stamp 

2¢ stamp 

First clase 

Covernment post cards 


SELF-MAILERS AND MAILING CARDS 
Sealed 

Unsealed 

Mailing cards 

Government post cards 

Sample request cards enclosed 
Samples 

Blotters (1 of more) enclosed 
House magazines 

Letters enclosed 


NUMBER OF PRODUCTS ADVERTISED | 
One product 

Two products 

Three products 

Four products 

Five products 

Over five products 
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PI 


Nei 
mi 
sich 
¥ 
bou 


Doe@i Physician 


ive 


ars, HalifNeill of Clark - O'Neill. 


of the amount of 


New Y made a survey 


LOO Sixth 


we aver@@sician. His latest report on period 
pril 54 >»... shows that medical profession 
ever bai bout 500 more mailings than pre 


) a wediiht quite 2 a working day 
f mail 


care { a breakdown ‘ 


1954 
3178 
78 
38 
24 


$558 


. Here are 


re“ eived 


PERCENTAGE OF TOTAL 


1955 

$534 

109 

52 

264 

9959 

ILINGS 

1956 1955 

90 #9 4 

ibscript ations 2.0 13 

uments 1.00 2.7 
nail of 

, r 6.7 


766 
10.2 
19 


12.0 
25 


LO 
18.1 


RTISED | 


OECEMBER, 


1954 
89.3 
22 
16 


6.9 


73.6 
13.3 


1956 


1953 
87.2 
4.0 
1B 


Insurance: 


What Does An Insurance Agent 
Receive In His Mail? 


i UR OLD FRIEND, Tom Bartlett of the Tom Bartlett Insurance Agency, North 

Baltimore, Ohio (previously mentioned in The Reporter), became burned 
up with all the newspaper stories about “junk” mail. Tom has been so suc 
cessful in his own use of the mail he decided to make an intensive study 
of the mail he received 


“ 


His findings were published on page 43 of the September 1956 issue of 
The Local Agent (monthly insurance magazine for fire, casualty and surety 
agents), published by the Commerce Publishing ¢ ompany, 408 Olive St., St 


Louis 2, Mo 


We think the DMAA should issue reprints of this sensible study by an un 
biased user hut you can. get single copies of this issue for 25¢. Tom's 


article was headlined 


I Checked My Mail For Four Months 


Its a good way to determine how much “junk” and 
how much valuable mail an agent is receiving 
{nd it's a good way to pich up some direct mail ideas 


fom tells about how he went about his survey how he separated his mail 
into all the categories which he might have an interest in. For instance, he not 
only sells insurance, but also real estate. And he handles Greyhound bus 


tickets and is active in Rotary 


Some of you readers of The Reporter might be interested in seeing Ton 
Bartlett's statistical breakdown including percentages of mail received 


Total Pieces of Mail 

PERCENTAGE OF EACH 

|. Relative to Insurance 453 

2. Rotary . OAK 
Magazines, papers, etc 1287 

Personal mail 0742 

Real Estat« OO; 

Greyhound 028 

Insurance Advertising O94 


Miscellaneous 1s 


Junk Mail 0625 








HOW TO BE SUCCESSFUL- 





% LEP ore 


By Making Your Distributors 







be« ome 


| RECENT YEARS, it has 
more and more apparent to us that 


the key to successful relations with 


distributors goes beyond profit mar 
gins, deliveries and other sales pol- 
wie. 

A distributor 
facturer's value to his operation in 


measures a manu 


some degree by the assistance the 
manufac turer offers him to help move 
goods off his shelf and into the con- 
sumer's hands. Perhaps this is re 
flected from the so called lack of ef 
ficiency of so many of the modern 
salesmen or perhaps it is because of 
the high cost of direct selling and the 
need to do more pre-selling and con 
ditioning of prospects before the sales 
man appears on the scene. What ever 
the reason, several things stand out 
in this evaluation placed upon a man 
ufacturer by his distributor 
These are 


organ 
ization 


1. How well dees the manufacturer adver 
thee im the distributor's territory 


y 


2. Hew does the manufacturer identify the 
listributor as the local source for the prod 





by T. K. Russell, 


imerican Pulley Co 


Successful Direct Mail Users 





{dvertising Manager 
Philadelphia, Pa 


1. What does the manufacturer do to help 
the distributor identify himself as the 
source of the advertised brand?’ 

The first of these three questions 
can be best summed up by a careful 
analysis of the subscription lists of 
the business publications on the man 
ufacturer’s schedule and the com 
pleteness of that schedule. 

The second question is a matter 
of the copy the manufacturer places 
in the white space he purchases in 
business publications 

The third question is perhaps the 
most vital of the three, if we place 
ourselves in the shoes of the distrib 
utor. On several occasions, at dis 
tributor meetings | have heard dis 
tributors say, “All that national ad- 
vertising is very nice, and impressive, 
but what are you going to do for me 
in my territory?” 

For several years, we produc ed a 
handful of self mailers using mostly 
ad reprints, crude imprinted govern 
ment post cards and a few hurried 
envelope stuffers as a means to pacify 
our distributors and show them we 
had a “program” for their use on a 
local level. Some distributors went 
so far as to use them because they 
had nothing better. Their results were 
never very encouraging 
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Birth of a Distributor Program 


In 1956, we decided that we had to 
have a real direct mail program for 
Be« ause of our 
limited budget, we had to keep our 


our distributors. 
costs down but at the same time 
we wanted the best campaign we could 
provide The result was a series of 
six self mailers in two colors which 
we ganged up and ran as one job 
We elected to use two colors we had 
not used before on any of our lit 


black and a dark yellow 


The six pieces were designed to 


erature 


provide our full line distributors with 
a six-unit campaign which would sell 
the five basic product groups individ 
ually, and the entire line as a whole 
This also enabled the distributor who 
did not carry the full line to use only 
the mailers which sold the products 
he handled 

Since we are in the materials-han 
dling business, each piece started off 
with a suggestion of the use of the 
“Move it with 
was used on the mailer for 


product featured 
Ameri an , 
two-wheel hand trucks and again on 
the mailer for four-wheel platform 
trucks. “Lift it with American” was 
used on the lift truck mailer, “Tip it 


with American” was used on the bar 
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or 















rel cradle and carboy tilter mailer 
and Roll it with American was 
used on the industrial wheel mailer 
The sixth, covering the line used the 


same basic format but with the back 
ground colors reversed. It was ef 
tithed Handle it with American 

The initial run was 50.000 of each 
mailer. Based on previous experience 
this quantity would have been suf 
ficient for all the requests we would 
get for some months. We announced 
the series in a routine way with a 
covering letter and ar der blank 
in which we asked for imprinting in 
structions. We imprint our literature 
free of charge for our distributors 

Within four weeks, it was apparent 
we would have to reprint quickly, and 
a rush order went out to our printer 
to run a second 50.000. Five weeks 
more and we were out of the second 
batch. A third order for 50.000 has 
been printed, and two of the six have 
also been individually reprinted in 
additional quantities of 50,000. Al 
together, we have printed one million 
self mailers in the past few months 
and furnished them to our distribu 


tors 
“Most Successful DM Every Used” 


Are they using them? They sure 
' 
are! Our salesmen report outstanding 
results from all parts of the country 
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One distributor in the Pacifie North 
west reported that within a week afte: 
mailing five hundred hand truck self 
mailers, he had sold seven truck ot 
ders for two-wheel hand trucks and 
me powered lift truck of another 
firms manulacture (ours is primarily 
1 manual handling equipment line) 
He was equally enthusiastic about the 
other mailers and reported at the 
conclusion of his mailings that they 
were the most successful direct mail 
pieces he had ever used 

For our own confirmation of thes 
reports, we mailed 20,000 of each to 
a group of rented lists such as whole 
sale grocers bottlers, funeral homes 
department stores and railroad and 
trucking firms We made it hard for 
the prospect to reply We sent no 
reply card. We imprinted in the reg 
ular distributor area simply a keyed 
address and the offer of a catalog 

Our responses ran around six per 
cent with requests for catalogs, quota 
tions, purchase orders and requests 
for addresses of local outlets 

\ prompt follow up system sent 
literature and/or prices to the pros 
pect and the name of his nearest dis 
tributor, who in turn was advised of 
the inquiry. As far as we can deter 
mine, about 10% of these inquiries 
have resulted in immediate sales. One 
rather humorous incident took place 
in the middle west. A funeral director 
ordered a lift truck and talked the 
distributor into loaning his demon 















strator model to him until his own 
truck could be delivered. The ordet 
came into us with a note appealing 
for fastest possible delivery since the 
distributor had several other pros 
pects on the brink 

All of this success with these self 
nailers has prompted us to carry the 
same color scheme over into all our 
materials handling literature and into 
our two-color space advertising We 
ire thus building further the to 
vetherness identification of our dis 
tributors and our products We have 
carried it a step further and provided 
our distributors with a series of six 
idvertisement insert pages which they 
can use in their local areas in regional 
hooks and franchised circulation pub 
lications. Thus, by using an insert in 
Januar y the cor responding self mailer 
in February and so on, a twelve 
month coordinated space and direct 
mail campaign can tie the distributor 
and manufacturer together with his 
prospects for an entire year 

During 1957, our program of di 
rect mail support for our distributors 
will be almost three times what it was 
in 1956. Why? Because we are con 
vinced that the key to successful co 
operation between a manufacturer 
and his distributors is the quality and 
eflectiveness of the vital local pin 
point identification by direct mail, of 
the distributor as the source of our 
product in his area. It pays off in 
sales for the distributor and for us. @ 





ASS MOTIVATION RESEARCH has 
Vi been kicked around by the ad 
vertising fraternity for the past few 
years. Praised by some. Damned by 
others. Most direct mail people looked 
judging 
by the survey we conducted for the 
1056 Reporter Most of the 
criticiem was due, we think, to the 


it it with a jaundiced eye 
January 


‘ onfused and garbled den riptions ar 
explanations given by the proponents 
if motivation reeeare h They use high 
brow language which few could un 
derstand 

But at last we've read a sensible 
easily understood explanation of mo 
tivation research Pension Envelope 
Lo. devoted their entire recent issu 
if Envelope Economies to the subject 
If you want a copy ask any Tension 
branch for 22256.) The manuseript 
was written for Tension by Robert 
James Hughes of Weiss and Geller 
We enjoyed his 


appt (rae h 


i Chicago agency 
frank and understandable 
Although 


Kconomies is 


Ent elope 


copyrighted, we don't believe Walte: 
Kerkowitz will skin us alive for lift 
reprinting the copy from 


ing and 
pages 13 and 14. It should whet your 


sppetite to read the other pages 


Would Motivation Research 
Help Direct Mail? ... 


While many of the general findings 
{ Motivation Research, as they re 
late to product and brand appeals 
un be utilized in direct mail, there 
is a wide area for further exploration 


of the direct mail field itself 


Probably no other field of selling 
has accumulated so vast an amount 
of factual information concerning the 
Results 


from thousands of direct mail tests 


eflectiveness of its methods 


have been published—all based on 


actual tabulated replies or orders 


Many 
through tests which kind of envelope 


individual firms have proved 


what copy appeal, which colors, what 
offer, are most effective for them 

But in spite of this vast amount of 
substantiated data, no one knows th 
answer to the one important question 

why 7 

Motivation Research may give us 
the answers to many of these vital 
why questions and save months of 
stumbling and testing 
there has been litth 
motivation study in this important 
held of selling 


sewer many questions Why do som 


Unfortunately 
It could possibly an 


letters bring orders while others end 


up unread in the waste basket? Whi 


do sore people routinely throw mail 


vs way 


What are the eflects of colored en 
velopes and letterheads? Of different 
type laces and heads 

When is an informal personal ip 
proach indicated? When should the 
approach be more formal? How about 
When is a 
long letter best and when should a 
short letter be used? 


What kinds of products do best 


when many pieces are ine luded in one 


sr irrirrine ky 


} 
(pe nines 


mailing package? When should only 
one letter or brochure be used? 


What 


mailing lists are best for 


what products? What copy approaches 
ire indicated with different mailing 
lists / 

Why does a specifi 


get a tremendous response one time 


ailing piece 


and not draw at all when it goes out 
again / Under test conditions, why 
does one cowt envelope pull hette: 
than another the first time, but on 
repetition of the test. bring exactly 
opposite results 7 

Finally (and perhaps most impor 
tant), what new ideas, new approa hes 
und new attacks can be gained from 
Motivation Research 


Direct Mail Is the Perfect 
Medium to Test Motivation 
Research 


Some day, perhaps, we shall have 
the answers to these questions. When 
we do, the effective value of direct 
mail will be increased many-fold, Di 
rect mail that is meant to influence 
the reader will be more thoroughly 
read. Its copy ind illustrations will 
tap the hidden emotions that will add 
influence to its message 

For firms who seek a response by 
mail this pre determined knowledge 
can mean lower inquiry costs, more 
orders per thousand, more profit, ar 
opportunity to use marginal lists prot! 
itably, and offset possible increases 
mn postal rates 


Motivation Research has i 


deal to offer. Used properly it 


become an effective and essential tool 
for every firm that has a product or 
service to sell. But it is not a con 
It is not a 


plete panacea formula 
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your work is as good as your bond ...and 








HAMILTO 


brings out the best in your work 


Hamilton Bond is so clean and flawless that it’s a pleasure just to 
look at it. Your pleasure mounts when you put it on your presses, For 
the beautifully smooth surface, the genuine watermark, and the pre 
<geeaEZy>. cision cutting all mean that it prints well. It is prehumidified and 
v, moisture-proof wrapped, too, so that it lie flat and feeda well 


And there’s no lint or fuzziness, for ever sheet 


is surface sized 
Always uniform in quality, Hamilton Bond is available in a bril 
liant white and 10 practical colors. Here is a paper to give you 
satisfaction in all ways always 


HAMILTON PAPERS 


Miquon, Pa. « Offices it 


New Y 








SEND THIS COUPON! It will bring you | 
complete FREE details about the many 
excellent new lists of mail order buyers 
not we can supply for YOUR next mailing 
Ours is a national service, used and 
commen’ 
relied on by many of the most successful 
mailers (large and small) in all parts of 
wot the country. They know, from experience 
on wnt 10 PE egcmir tion that we can obtain the kind of lists that 
— 
are ideally suited to thew needs 
’ 
“PTADDERN INC. Chances are we have the BEST lists 
215 FOURTH AVENUE + NEW YORK 3, HY for your needs, yet they'll cost no more 
PHONE: SPring 7-7460 than ordinary lists. Our recommendation 
CHARTER MEMBER: Nationa! Council of service is FREE Simply send the coupon 


poowtss 











Mailing List Brokers 





For want of a nail 
the battle was lost... 


Remember? For want of a nail, all was lost. The shoe, 
the horse, the rider and the battle 


Also remember: for want of a thought, the battle of 
direct mail may be lost. For want of what thought? 


Why, the thought of enclosing your vital direct 
mail message in appealing envelopes that prompt 


or 


your prospect to say, ““This looks interesting!” 


Now that’s the kind of customed designed envelopes 
that are available from Cupples-Hesse Corporation, at 
no more cost than ordinary, run-of-the-mill envelopes. 


The only extra element is the thought of using 
just the right envelope for super-effective delivery of 
direct mail. 


ution Write wire er phene we fer samples of eur specteculer 
, 
“I Embeoss-A-Tene envelopes thet con help build your soles. 
, 


CUPPLES-HESSE CORPORATION 
CUPPLES-HESSE CORP. of Michigan 


CUPPLES-HESSE CORP. of towa 


that replaces the « ywriter with a 
psychologist repor d an adding 
nachine Lape 

Motivation Research merely pro- 
vides the directior It indicates the 
basic ippeais that will trigger buying 
Im pulses It posts the w irning signs 
for campaigns that repel rather than 
ittract It wi ‘ I emain for the 
“ivertisi ! he copywriter the 
direct n | Sine iis ! ‘iate these 
theories and dings into eye-catch 
ing 


letters 


HOW DO YOU 
MOTIVATE 
A MAILING? 





Reporter's Note: There is so much confusion 
centering around the Motivation Research 
argument you might like to read this 
sensible rebuttal, originally published in 
Mailway the always-good monthly bulle 
tin of St. John Associotes, 75 West 45th 
Street, New York City. Contains some good 
advice especially for newcomers to the 


use of direct mail 





be SE ARE THE DAYS of daring new 
terms and resounding phrases in 
the advertising business. All about 
us we hear words like motivation 

audience research depth 
interview” and dozens more, garnered 
from the laboratories, polished up by 
the business psychologists and hap 
pily added to advertising’s already 
lengthy lexicon 

Now this is fine. as far as it goes 
kor everyone who spends money on 
advertising—-whether for a TV spec 
tacular or for a thousand penny post 
cards ought to know more about the 
people he's trying to sell, ought to 
stack the cards in his favor in every 
possible way by learning why people 
buy what they do when they do. But 
maybe we ought to look twice, and 
think thrice, before we invite the 
psychologists in to doctor up our 
direct mail! 

Direct mail, first of all, has two big 
motivations——if we may use that term 
in this way—built into it already. It 
has two advantages no other form of 
advertising can offer; it is two steps 
ahead on the way to a good impres 
sion—for direct mail (yours, ours, 
everyone's) is highly selective and 
personal enough to carry the name 
and address of the person you are 
trying to reach and sell 

What's better motivation than call- 
ing your customer by name, and 
reaching him directly 7? 
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And talk about audience research, 
here’s where your mailing lists and 
your timing come in. Whether you ve 
built your own lists by names sent in 
by your salesmen . through trade 
directories through suburbia-type 
listings of homeowners, car buyers, 
airline passengers—-your lists are 
“audience researched” for you. For 
you, presumably have selected only 
those prospects whom you think 
could. should or might buy your 
product. 

What's better research than going 
after people who should want what 
you have? How then do you motivate 
your own direct mail within this 
setting 7 

A lot of the letters, folders, booklets 
and broadsides that come across our 
desks these days fail in their job sim 
ply because they forget the facts about 
their audience—the very facts they 
could and should turn to their ad 
vantage. First, too much direct mail 
today is too general, too unspecific, 
too indirect. You have hand picked 
your lists—then shouldn't you hand 
tailor your arguments—and get to 
the point faster, and make it! 


Secondly, shouldn't you try to es- 
tablish that all-important link between 
you and your prospect as quickly 
(and as believably) as possible 7 Too 
much direct mail starts off sounding 
like a speech—and only gets personal 
in the next to last paragraph (and 
that’s usually never reached, or never 


remembered! ) 


Thirdly, start to talk in terms of 
the reader's interest within the first 
three lines of your letter or you'll 
lose him. After all, you've chosen to 
use a letter rather than a newspaper 
ad you've selected your prospect 
by your mailing list you've de 
cided to write him because both of 
you might have something (a pur 
chase and a sale } in common so 
why not ‘motivate’ him in the most 
logical way of all, by interesting him 

Lastly, be sure that your mailings 
look the part. A good impression 
starts with appearance of your pro- 
motion. If you use filled-in letters, 
then buy the best fill-in work—for 
nothing's worse looking than a poor 
job. If you use any kind of letter 
reproduction, buy the best—for every 
letter you send speaks for you. If 
your pieces are attractive they'll at- 
tract attention; if they are welcome 
to the eye, they ll be that much more 
likely to reach the reader's head. 

And that, when it comes right down 
to it, is the kind of motivation you're 


looking for. * 
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THROUGH 


DIRECT MAIL 


; Like ‘most any business, an airline is constantly working to convert pros 


pects into customers — paying passengers. And that's why TWA uses direct 
mail .. . created by the Hickey Murphy Division of James Gray, Inc. . . 
to get early reservations for group travel to conventions and meetings 


Hickey Murphy's thorough understanding of TWA’s services . . . plus its 
ability to “talk” the prospect's language . . . and its specialized knowledge 
of copy, layout and production keep TWA Convention Sales on the beam 


Learn for yourself how the creative services of Hickey Murphy can work 
for you. Send today for your free copy of How To Put Action Into Your 
Direct Mail —and ask to see the case history file 


the 
HICKEY MURPHY 216 East 45th Street 


division of New York 17, N.Y. 


JAMES GRAY INC. MUrray Hill 2-9000 
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Deadly Direct Mail 
Mistake No. 2 


Give the Reader a Reason for Not Reading Your Mailing 








By Maxwell Sackheim 


AVING induced the reader to 

even if only by giving him no reason for not do 
ing so, you are faced with the possibility of his dis 
carding it unless his interest is held 


open your mati 


It is not enough to give him no reason for throwing 
your you must definitely give him a 
reason for holding onto it and reading it! 


mailing away 


You can accomplish this only by promising him an 
adequate reward for his time and attention 

He must be promised NEWS of interest to him. He 
he offered a CURE for whatever SYMPTOM he 
“made” to suffer from! 
Take it out of the 
What's the first 


must 
“suffers” from or can be 

Examine any mailing carefully 
envelope just as any recipient would 
thing ? What's your quick impression? I 
someone trying to sell you something? Is it likely to 
will it do something for you? Are 
you being “sold” or invited to buy? What are all the 
ures Do they Ip or 
t look more interesting? Is the letterhead too 


cost you money or 


enclo about? clutter the mailing 
make 
revealing? uninteresting? too dull to invite a reading 
of letter? 
adequate reward? Does the processing defeat the pur 
pose intended? Is the offer de 


serve “top billing” or should it be 


Keware of 
Only 


your Does the salutation promise you an 


to 


attractive enough 


“buried”? 
Indifference is 
startiing him, 


that 


“so what” reaction 


the 
by shocking the reader 
can you gain the attention 


a reading of your mailing 


normal 


waking him up will 


induce 


y ou 


which motivate 


wealth, 


fundamental urges 
for love, beauty, 
Among these y« 
product or 
the 


the 


know 
the 
approbation, health and so on 
the symptom 
The 


market 


leisure, 
1 must 
which ye 
the 


find or create yur 


vice cures more common ymptom, 


your 








the 


resulta 


plan of compensation i« fair 

elve dollars 
guarantee of $2300 regardless « 
This the 


ther ele: muet pr 


per th 


three 


services n 


which 


places our 

ent 
ue . minated 

Whether you 

yppertunity te 

‘ ert ne 

and Direct 


want orders or here 
test at 


which 


inquiries 


small cost the ek 


agency has specialized in mail 


Mail 


if we your 


advert ng for many years 


typical mailings for our exar nat 


lé ment without obligation 
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offer a “cure” have 


reason for 


If your mailing does not 


the 


you 


given an excellent not read 
ing it 
Start 


acct pted 


recipient 


has a good chance to be 
not 
Why 


with an offer that 
The best letter that can be written may 
be good enough to overcome an impossible offer 
risk start? 

Remember you 
Avoid stilted phrases 
Be honest 
amazing how conscious readers are of “phonies” 


being licked before you 


wr letter—not an ad 


Be 
in your language and thoughts 


are iting a 


more conversational, more 


“homey” 
It's 
Don't try to fool people with wild claims 

Select the vik the 
You might want coated stock to 
High priced 


while 


your paper with w to product, 


price, and audience 
sell diamonds, but newsprint to sell coal 
may call for 


pr ced goods may well be 


merchandise high grade stock low 


advertised on newsprint 

Come as close as you can to the appearance of a 
typewritten letter. Do sharp clear 
writer type but rather the fuzzy effect produced by a 
Print through a ribbon if not 
reproduce from a typewritten page, or use the heavy 
linotype face instead of the light 


not use a type 


ribbon f possible, but 


reader's whil 
read? If 


Above all, say something worth the 
Stop and think 
you can’t answer quickly and affirmatively 


why should your letter be 


In yin 
revise it and keep revising it until you can find a 
good reason! 

Don't drag your sales 
go around Robin Hood's 


instances the direct approach is best. You are not 


Don’t 
most 


pitch in the heel 


barn with dea. In 


undying literature you are trying to 
ng. If a funny 
it but if it’s ust 

forget it. A ng 


attention but he vor ma 


writing 
somet? tory 1s good salesm 


an artificial attempt to 


smar tand 


t 
ac 


Maxwell Sackheim & Co., Inc. 
545 Madison Ave., New York 22, N.Y. 
Enclos 


obligation on our 
them and advise us: 


some of our tyt 


ed are cal ms 


part we wi 


' what 


(ompeny 
Bddress 
Srete 


City lene 


Leese ee eee eee ee eee eee 











UPGRADING 
LETTER COPY 


by Paul Bringe 
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of tha . abl lw prestige 
task somewhat | — 
vould be for th 
My first react | 
rritatior M 7 
ore 
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is important 


m of this 
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fheult to undet 
understand 


ountain has | 


I st 
aspect the 


course 
should 
be done w 
readet The Poe 
understood 


I at's lnok 
@ The letter is | 


words } 
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able ind do not 
ire the word 
the doer 
@ ~entences a 
uch to« 
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wou used ite 
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: svilable word | 
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itheult to under 
@ the word ome 
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isused The 


per wticable 
the 
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such word! aph There the 
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elerence . ene . 
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oO acco if 7 
and /or mplishme wien vl “he 
position-incun ' prominence 
ws rl 
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mba th rubl i I : 
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lence n letter re 

word length to an ay luces sen 
th ‘ u 
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ords to 65° ad one «vil 

he higher | This last figure — 
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one which 


sho ‘ 
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Commerce and industry 
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ror 


You. end only you. 
avrec!Y { we 
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printing in our yerious 
Americ? A 
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by peyment 
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nderd pelerene 
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postpe'é envelope? 


and | nduett 
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we would 
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Alert Executive Wanted NOW! 


Catholic publisher in midwe 
has immediate opening for alert 
Junior executive (about 297 to 35) 
to head fast-growing pamphlet 


div on 


Salary will match man selected 
Excellent growth potential and 
ideal working conditions in desi: 
able community 


ome of following qualification 
olid Catholic education, some 
ale or promotion background, 
acquaintance with editorial and 
Direct 


production techniques 


mail experience, particular! 
useful 
Write today in complete confi 


dence to 
James F. Kane 


2027 Valentine Avenu« 


New York 58, N.Y 
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GOODWILL ir iticn 
CHARLES A. BEACH 


Geedwill Copy 






Mriginator ”f the Picture Frame Idea 
r compant« wit? heavy correspor 
lence Let me tell you about it 


21 NW. Nieth Ave Miam 36, Fle 






















50 or 50,000 LETTERS 
TYPEWRITTEN LETTERS 
individually typed in quantity 


CARLSON AUTOMATIC 
TYPEWRITING SERVICE 


1744 4 Clerk $F Chiceg 1, 












Phone EAstgate 7.54% 


















DOCTORS GET TONS 
OF DIRECT MAIL 





“ 





" 








GYmer 2123 €. 9th St., Clewetend 15 



















AND ILLUSTRATIONS @ 





eART FOR FAST LAYOUTS 
There's nothing like the monthly Clipper for 
fast layout in emergencies BIG NAME firms 
that you know depend on the Clipper for Clip- 
Art Free sample Neo obligation Address 
MULTI-AD SERVICES, INC. 


Box 806W, Peoria, Iilinon 






"“Reed-able Copy” 





A Werthly Clinic, Conducted by Onvibli7 Reed 


W HY 18 80 MUCH direct mail copy 
so indirect? Why do so many 
writers of direct mail use the 
oblique’ approach—a term invent 
ed, | believe. by Mr. A. B. Toft of 
William Hill Field Advertising, Green 
Farms, Connecticut? For example, a 
The Brown Broth- 


Canadian paper merchants, 


letter sent out by 
ers, Lid 
starts out 


When wae the last time you heard a joke 


sbout the traveling salesman and the farm 
er daughter Well bet it was quite a 
while ag Why should this be when there 
wre more sleemen around today than ever 
befor 


The letter ends up talking about 
something far removed from the leer 
ing salesman and voluptuous farmer s 
daughter. | suppose the object of the 
copywriter was to lure the recipient 
into reading the letter. But, how often 
does such a lead have the opposite 
effect? Many people may be disap 
pointed when they expect to read a 
nice juicy joke about the salesman 
and the farmer's daughter and end up 
reading a very prosar. sales pitch on 
a product 

In our opinion the clever opening 
yambit is being overdone in direct 
mail, Such openers are usually called 

stoppers We're afraid that’s just 
What you really want 


in vour direct mail is not a stop 


what they are 


per but a starter somethin 
to make the prospect read what you 
have to offer 

McGraw-Hill Book Company sells 
its Speaker's Library with a letter 
headed How YoU can get people to 


perk up and APPLAUD what you have 


to say lhere's a direct statement 
of a benefit. Who wouldn't like to be 
i good enough spe iker to make peo 


ind applaud” what one 


Contrast the 


le perk u 


}? j 
has tk say frown 
hr thers tehieque 


one used by The 


approach with the 
KA ristes Products 


Company 1 letter going to pros 
ective salesmen. Here's the lead 
| j " if ‘ 
md ad ‘ 
w I} iH I I 
, actual ful . 
t uf snd then to tell trie 


34 


Use NEWS 


As a direct mail copywriter, you 
can improve your product if you will 
study the output of the eye-witness 
reporter First of all. the interest in 
the story written on the scene by a 
reporter grows out of the story itself. 
The headline SHIP SINKS AT SEA is 
enough to get a reader interested. 
No need to contrive an attention- 
getter a la direct mail copy Then 
consider how you work as contrasted 
to how the eye-witness 
works. You have time to mull over 
lo change it. To “turn a 


lo add ‘ olor 


or clearness or conciseness to your 


reporter 


your copy 
phrase here and there 
writing 

Not so with the reporter 
it on paper and there it is He has 


He puts 


only one chance to make his mean- 
ing clear. He hasn't time to indulge 
himself in rewriting for eflect 

You'll write a more effective first 
paragraph if your first sentence 
grows out of the story rather than 
salesman and 


being a contrive d 


farmers daughter} opening You are 
not writin in editorial. You are 
really writing news news of a 
product or 1 service a reader will 
want to read because your words get 
close to his problen s or his desires 
or his wants 

We don't suggest that you use the 
methods of putting over a story used 


by a news reporter. We don't feel it is 


essential to put the what. who. u here, 
when and how in the first paragraph. 
Rut we dé urge every writer who 


reads these words to strive tor news 


value m the « pening paras raph in 


every letter he writes: to quit reach 
ing for the trick phrase and simply 
lav toon the line easy-t re ad. 
lramat presse 
Sells the Folder 

Dhis entire department this onth 
could be correctly ibeled Hlow to 
start a letter Because we seem to 
be running to examples { leads 
good and bad 

Mailed 1 1 FREI L seful, 
Timely Information on Cutting 


Paper Work Time in vour Hospital” 
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is the opening paragraph of a letter 
sent out by The Gray Manufacturing 
Company of Hartford, Conn. The 
next paragraph gets to the meat of 
the proposition 


If you ve ever tee cerned about the 
hours you and y« stall doctors pour into 
paper-work, here « 7 news for you 

e have ready t o you-—without 
obligation complete of on on an 
eflective means otf ‘ paper-work 
under control. But t é t reaches 
you personally will ‘ heck for 

wrectness you nd ldre on the 


reply card enclosed’ 


The letter then proceeds to talk, 
not about the Gray Audograph, but 
about the illustrated folder Gray 
wants to send to the doctor. It tells 


fg Ae en iy RELIABILITY IN THE MAKING ® testing eoch 


situation after another where tele 
rebuilt machine before it is okayed for sale is 


Standard Operating Procedure at AMECO 
So when you need Addressograph 


phone dictation offers overworked 
stafis a welcome relief.” It talks about 
“Instead of hand-writing notes, in 


structions, data——or interrupting your Elliott or Speedaumat addressing machines 


secretary to take dictation —you sim Graphotypes, plates, frames, cabinets or trays for any 


ply pick up the telephone handset on addressing system first investigate the substantial 


your desk and talk as you would in savings possible in REBUILT equipment 
any telephone conversation Call the 36 year old house of REBUILT equipment 
The « opy Ww hets the doctor's appe who gives new machine guarantee with every sale 
tite for the benefits he might get aii’ = 
from seeing a copy f the folder Addressing Machine & Equipment Company, Inc 
326 Broadway New York 7, N.Y 


Let Me Answer, Please! HAnover 2-6700 


Here's another first paragt iph that 
takes too much for granted. Pencil 
Specialty Lo Irv of Hoboker New 


elie ale il >, NEW METAL CLASP 
mks knack} Rigs ENVELOPE CUTS MAIL 


dont like to have someo isk a . 

question and then sewer it before . CLOSURE TIME 1 

| have a chance to n on mind >. 3 
Do you? Do the prospects who get 

your letters like that sort of thing? 


Say What You Mean 


Fach month at the end of this stint 
we remind our congregation to write 
simply. clearly, and to make sure you 
say what you mean when you write 
to convince a prospect he should have 
what you've got to sell. As you go 
over your copy before final typing 
ferret out those ambiguous sentences 
hunt down those words that may not 
be in the vocabulary of those to 
whom you are writing, re-work sen Slide Flap Forward 
tences that could be taken two ways 


How easy it is to be misunder : y FREE! . 
™ ‘ ‘ aman new 
_ 


wine nw > ) ow yw «they 
‘ morove 


stood, as witness the following con 
versation between Pop and his son it's Securely Locked 


= TENSION ENVELOPE Corp. 
Pop: | guess « depend m the mea « ‘ Campbell ot 19th Street 
he has.@ Konsas City 6, Missouri 


Sor Hey, pop, what 
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i MY MAIL ORDER DAY 


By Jared Abbeon 


Jared Gives The Low-down On Some Favorite List Sources .. . 


( y AY KEADERS, YOU ASKED FOR I1 
Pertinent Information on Mail 
ing List Sources 


I mentioned the fact that 1 wae 
willing to dig among my records and 
do some original research on this 
subject a few columns back and 
a goodly number of readers took me 
Typical comment 


Delano, a long 


up on the idea 
ones from Gerard ( 
time reader out in Denver, Colorado 
G.C.D. is one of the finest artists in 
the U.S 
his brains out in M.O. is one mystery 
that is 
course this mail order is like a virus, 


Why he should be beating 


away beyond me: but of 


and ‘mur if the blood stream i al 


morst impossible to eradicate He 


writes 


( ,creved Morning Mer Abbeon 
| always turn with great interest to your 


column. lt ie interesting, enjoyable, and 
4 real value to all who sell by mail 


(Porrrr-eerr JA.) I 


your last several columns. | would appre 


particularly like 


chate receiving information on your favorite 
lints, as suggested in last iseur 
O.K. friend, here are the details 
on some that | have tested or know 
ibout. For source material | am using 
the some 12 “current” campaign 
binders now in use by the young 
lady who keeps track of my statistics 
and the slew of old binders with 


Also, the stacks 


of directories lying all around this 


results of past tests 


eca- going cubic le I call an oflice. I 
am shelling out a stack of hard come 
by U.S. money to write to hundreds 
of directory publishers for additional 
information. In each case, | shall try 
to give some inside information on 


the list | mention 


This list is in no particular order 
us it would be unfair to a reader who 
is awaiting news about a list of Rug 
ged Rubber Baby Buggy Manufac 
turers to have to wait for the whole 
ilphabet of manufacturers starting 


with 2.700 Abattoirs 


Guide To American Directories For 
Compiling Mailing Lists (1. Alein 
& Co. 27 E. 22nd St.. New York 
V. Y./: Coste a thin $10 bill and the 


best investment you can make as the 
key to the list situation. | also use 
several others such as Dartnell 
Cronin, US Dept. of Commerce Lists 
Industrial Marketing 
but they are all more 


(inexpensive ) 
Data Book, et 
or less specialized or out of date 
Kleins is the best and most complete 
About 180 pages listing some 1,500 


directories well indexed 


Mail Order Business Directory, 1957 
Edition (B. Klein & Co., 27 E. 22nd 
St... New York, N. YJ: Vf you are 
selling to mail order houses this is a 
must. Price $15. Gives data on some 
2.000 lop mail order houses if you 
are in the M.O. business and for some 
reason are not listed in here, make 
sure to send the Klein outfit your 
name for future listing. Many of the 
top suppliers use this as a prospect 
list, and receive many offers of cata 
log items. | am on this list under a 
code name and it is interesting to 
check through the stuff offered, and 
then to see from the M.O. house cata 
logs coming in what items are being 


“et epted 


Incidently, with this new 1957 
issue just coming off the press, a 
W.O. Buyers Guide Directory will be 
sent later on as a supplement (listing 


This will be 


an important source of supply list for 


the users of the guide) 
you nen whe are seeking new sup 


Poor's Register of Directors and 
Executives (| Standard & Poor's Corp 
445 Hudson St... New York 14, N.Y.) 
Rents for one year at $84. Or, if you 
add another $16 


| usually rent it for a vear and then 


buy it outright 


it the vears end decide if | want to 
rent the new issue or stretch the old 
me over another year by paying $25 
to keep it. If big mailings are on 
the horizon it pays to get a new one 
us the names in the back of the book 
ire switching addresses and grow 


ing in number fast 


About 23.000 


corporations with all their important 


his is the golden list 


And if this 


wasn t enough, there are some 64,000) 


otheers by name and title 


leading execs at their home address 
listed in the back 
panies and folks in the country with 


These are the com 


the long green to buy anything that 
suits their fancy. Compared to some 
other directories price might seen 
high, but you couldn't begin to com 
pile this information at this price 
S&P has some 24 women just sitting 
around their place taking care of 
compiling and making changes ot 


Thomas’ Register of American Man- 
ufacturers (Thomas Publishing Co 
161 Sth Ave., New York 1, N. Y.) 
This four-volume register makes a 
stack of books over a foot high. Sells 
for about $15 or $20 per year out 
right Thomas’ is in such demand that 
there is an outfit making a business 
every year of buying up your last 
year's copies and reselling them to 
folks who get thei: 
register into Thomas after the print 


\ olume | con 


many 


orders for anew 


ing run is ¢ xhausted 


tains almost three times as 
names of manufacturers as 5S. & P 
but does not give exer utive names 
It does however give the financial 
rating of the firms. So if you wish to 
eliminate the po’ boys it can easily be 
done | unm Thomas’ as a gauge } ar 
example, if a mailing of 10,000 names 
to T's produces Y orders and a test 
to industry A produces \ plus ther 
A is better than 
A produces \ minus then A 


is not as good a random run of 


iverage, but if i 


dustry 


dustry mailings 


Rubber Red Book, Directory of Rub- 
ber Industry (Rubber Age, 101 UF 
tise St.. New York 1. N. YJ: A S10 
bill buys vou this one Not many 
company names in the rubber indus 
try because it is a small ndustry 
sll the different ind 


panies vou can tor! 


But by using 
viduals and con 
ture the names of some 15.000 on 

usable people out of this directory 


And my experience has been that they 
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buy like somebody was spreading a 


rumor that money is out oft 


style 


going 


Davison’s Textile Directory | avison 
Publishing Co., Ridgewood, N. J.) 
Several different editions depending 
on the indexing. I like the pocket edi 
The Blue Book 


ofhce edition also lists supplie rs and 


tion at $5.75 Textile 


size and type, at SUG 
shoals on this list. If 
(like | do} 
folks it 


industry is a 


is bigger in 

Wei: 
have something 
cally for the textile 
But the textile 
sick trade (has been for a long time) 


you 
specih 
is O.K 


nighty 


vetting 
for stuff 
for 


can 


and shows every sign oot 


worse. They have the money 
don't have a 
for 
New England mill 
“If it don't 


it out.” 


they need but rep 


funds trivia | 


ne. 


tossing out 


still 


owner 


hear an 
telling eal 
we never throw 
this list right after the 
rubber people to give you a slant on 
the thinking i 


operator should employ 


| mention 


mail order 
When sell 
ing any item, try and pick folks who 
Think 


For ex 


type of 


are in a spending mood geo 
graphically and industrially 
ample, if trade magazines are full of 
news about help shortages and big 
bonuses in the petro-chemical line, 
a list of executives in that field should 
On the other hand, if 
drought and dust storms are chewing 
the farmers in Kansas 
from offers to the 


you are selling well diggers or 


be good. 


keep away 
midwest (unless 
rain 
making machines). Sounds element 
ary, but lots of operators have tested a 


kicked the 
the 


list im a few states and 
out of bed” 


sales in 


nationally on 
Dallas 
their 


turned 


baby 
basis of lexas 
to find out 


Last 
into pale pink 

Incidentally 
body 


one advertising 


the 
ink 


results in 


the black 


only 


industrial 


he ard ol 


| never any 


except financial and 


imprint house who 


managed to sell anything 
mail to banks. A big 


available 


suc 
fat 
but 


ever 
cessfully by 
juicy list is easily 
bankers look on money as a tool 

ind like to keep their t le locked 
in the shed 
Wire Assn 
& Wire Products Buyer 
Vain St., Stamford, Conn 
money for this list of 
men of importance. The 
of list that makes you regret 


there arent more nan on if 


Membership List (4 ir: 
s Guide A345 
$5 cash 
1426 
ty pe 


that 


ipprox 


creamy 


Purchaser's Guide to the Music In- 
dustry: | list this here 


show one 
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EVERY SIZE, STYLE and GRADE 


FASTEST DELIVERY 
24 to 72 hours on 
all stock items 


IMPRINTING 


in our own plant 
at lowest rates 


TO THE 
TRADE ONLY 


FOR FREE SAMPLES & PRICES 


Catl St 4-5200, 


8866, 8867, 8868 


DIPLOMAT ENVELOPE CORP. 


DEPT. DM 23-23 BORDEN AVENUE, LONG ISLAND CITY 1 


N.Y 


Pe aeeseseeesoeeseeoenoe eee & 


Fe eee es eS Se eS See ee eee 


22 Mail Order Experts 


Answer Nearly 600 Questions 


In 


MAIL ORDER 
STRATEGY 


on ideo-packed manval of persona! inter 


views conducted by Lewis Kleid 


Here for the first time is a volume that gives 
you not one man's opinion, but practicol know 
how advice ef 22 top mail order practitioners 
Throughout 23 profusely illustrated chapters 
Mr. Kleid fires all kinds of questions ot the mail 
You 


order stars listed on the right get their 


candid answers on copy, list, mailing pock 


age problems, etc. Their “How we do it” advice 
will help you plan your own successful MAIL 
ORDER STRATEGY. Send for 


your cepy of this 


132.page manual today 


ONLY $7.50 


direct from 
The Reporter of Direct Mail Advertising 
224 7th Street Garden City, W. Y. 


Edith Walker 

6. L. Mazel 

Leslie Davis 

David Margulies 
John T. McKenzie 
Poul A. Murtaugh, Jr 
Elsworth Howell 
Victor O. Schweb 
Lewis Kleid 

James P. Connell 
4. W. Cassidy 

A. P. Jurgensen 

E Robert Rubin 
Selle Weir 

James Dooley 

S$ Arthur Dembne 
Robert L. Fenton 
lawrence G. Chait 
Maxwell C. Ross 
Edword N. Mayer, Jr 
Tom McElroy 


Maxwell Sackheim 








Direct Mail and Mail Order 


COPY 


@ thet mokes SENSE 
@ thet mokes SALES 
@ thet mokes BUYERS 
to do business with you 
Write me @bouwt your plons 
or problems 
All details handied by mei! 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two OMAA Best of industry 
Awards Dertneli Gold Medel 
Editor of IMP, “The world’s smotiest 

house orgen”™ 





COlumbus 5-86616 


MAIL ORDER LISTS 


136 W. 52nd &., N.Y. 19,N_.Y7 


Mer ere! Comet of Melange 
Lat Broters 


Mormwme: 


| 
| | 
| d.i. natwick ) 
) 
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Peter Shugart 


Edited by 
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successes 
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in order to get a release of confidential figures 


The purpose of this department is to give you thumbnail sketches of authenticated direct mail 


we heve promised thot names and 


addresses and identifying details will be withheld 


50% of air-conditioner’s 8500, 
000 yearly business obtained by 
church mailings. Compiled from 
church official appointees All 
Spring and Fall only 
Fall is best Keystone 
blanket invitation 


customers 


new 
personalized 
mailing tine 
of success lies in 


to visit satished installa 


tions unaccompanied | y salesmen 


$ 


Falk About Targets! Did you hear 
the featured 
pure h | “ 


about merchant who 


wis on color post ards? 


Mailed to all high school prom 
chairmen in radius of 75 miles and 
aold 43 punch howls! 

$ 
Dealer does 840,000 annually 


with direct mail prospect devel- 
opment program, Inquiries from 
church list produced conversion sales 
than 100 

colleges 
old to one 


' more recorders 


Mailing to 


recorders 


laype 
resulted in 24 
= h ol lh ale 

was Bi: fre 


S200) retail 


upgraded himself 
order agent. now handles 


price nits only 


x 
Toy shop enjoys 5% response... 
whenever catalogs are That's 
His budget for advertis 
Direct 


mailed 
we orders! 
mg te SOU) per month 


fits anyone « pocketbook 
~ 


75% return obtained by clothing 
manufacturers 
1.000 customers 


mailing 
belts to 
Recipient invited to xchange token 
of good did not fit 
Of course they didn’t fit! But parallel 


sales during exchanges fit cash regis 


store 
closeout of 


patronage if it 


ter very nicely Same store later 
offered hosiery at 10k pair closeout 
price plus free pair of socks for every 
$2 purchase Many customers came 
und went taking 40 to 60 pairs of 
socks with them Believe it’s called 


mere handising 





70% boost in sales in 12 months 

credited to direct mail by home 
laundry equipment dealer I ses Care 
ful follow-up of inquiries and relies 
business to cus 


heavily on referral 


tomers friends 


x 


Mailing james office with orders 
reports electrical com 
Only 250 letters Fach 


carried pamphlet on adequate wiring 


service 
pany sent. 
(supplied by city) plus bank foldes 

needed 
4) letters 


on how-to-finance-services 


wanted to mail 


Nothing heats doing all 


( ompany 


month 


per 
the thinking for the prospect 
x 
Returns of 20% to 32% com- 


mon... saves shoe store using direct 


, 
mail providing you personalize 


Individualized postcards do the job 


for him. Carries 4,700 names with 
shoe stvles desired by each customer 
NOTH Hy tiways expects 6°) to 10 
undeliverable on his own list due to 
death, moving, ete 

¢ 
Sales up 22% at Christmas 
claimed lor direct catalog co 


purchased by downtown 
merchants battling suburban 
M)- page catalog cost $10,000 
to 50.000 


operatively 
giants 
Mailed 
Merchants 


One merchant claims 


homes paid 
S200) per page 
his advertisement in ¢ atalog produc ed 
>) times sales previously gotten by his 


effort 


lone scpitie 
x 


15% increase credited to direct 
mail contest... 
offered by electrical wholesaler. 
for 10 weeks 
week of using 

pre viously 


and low cost leadet 
items 
Drawing 


10 mailings 


each contest entry 


blanks 


orders { 


submitted with 
1.000 


with average of 


overed accounts 
Initial returns 7.1% 


L.76°> on entire campaign 








ty pe of directory | avoid. After going 
to the trouble of getting my fhngers 
on the latest edition pile | found 
on page 297 this notice 
IMPORTANT! The entire contents of The 
Purchaser ‘,uide t the Musie Industry 

vered | ' ht. The u f thi t 
{ Retail S ' " yp 
hibited 














here 


Now 


saying 


| don't see invthing 
| can't use this and the other 
this volume for fell 


but on the other hand 


lists in my own 
purposes 
1 am not a lawyer and have no inten 
tion of going to the trouble and ex 
list | 


pense ot consulting one for a 


can live without. Also, | occasionally 
do a job of work for some private 
consulting clients. Suppose | used this 
list in connection with work I am 


being paid for? Can they burn a hole 
in my por ket book with a troublesome 
No Si I'll let this one 


law suit? 


slide 


Fraser's Canadian Trade Directory 
(1520 Mountain St., Montreal, Can 
Costs us D. Yankees $7.50 (I 
the family plot 


where (,randsire reposes when | ly pe 


front of Yankees 


ada ; 


can hear a rolling i 


Canadians 


us 
pay $6.00. Last mailing | made to 
these northern friends showed 12.665 
names in this book, company names 
that is. From the results coming in 
| must char ve my nental picture of 
the frigid wastelands of the north t 
me ol a teeming land of plenty where 
every Canadian lives iv i solid gold 
igloo 

Incidently. | don't have uch ex 
perience will south 1 tte border 
but an order for $350 check en 
closed, on Chase Manhattan Bank, of 
N.Y irrived this LV ind leads me 
to think of going after some of that 
gold Cortez left behind 
Bulletin of American Assn. of 


Petroleum Geologists, March Issue 


(1444 S. Boulder Ave., Tulsa, Okla.) 
Subs ription is Sis per year, but this 
annual issue can be bought as a 
separate number for less. Round 
abouts of 11.000 names of members 
here und they are almost all work 
ing for heavy money. Can buy what 
ever they want that interests them 
This is the sort of list you can come 
up with by digging iround in the 
165 pages of Bulletin of The National 
Research Council Number 115 {pril 
tow a handbook of scientific and 
technical societies and institutions of 
the United States and Canada (Fifth 
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edition). Published by The National 
Research Council, National Academy 
Washington, D. C. |! 
wonder if they have a sixth edition 


of Sciences, 


out yet?’ 


Speaking of research, | am going 
to close out this writing now and go 
over to the bank. Some 250,000 pieces 
are due to hit the mails in the next 
month or so on one item, and if | 
don't take care of issuing a letter of 


credit the stuff to fill the orders 


is never going to leave the dock in 


Which brings up a very 


interesting phase of mail ordet 


Liverpool. 


If you mail X number of pieces 
and receive Y orders and plan on 
mailing 1OX number of pieces, do 
you manufacture LOY number of 
items, or BY or 12Y allowing for the 
$ month lag in manufacturing?’ Or, 
as one operator said to me the other 
day, “I've never made a mailing yet 
where | shot foe the record but | 
test some 20,000,000 pieces a year.’ 


A DOLLAR 
MAILING 


The late Bob Collier was credited 
with being the first to use a dollar 
bill in a direct mail promotion It 
was a fund raising appeal and recip 
ients were asked to return the dollas 

Ire men 
while but 


later on it was used by some racket 


with an equal contribution 
dously successful for a 
eers and the idea fell into disrepute 


But we recently saw i striking 
revival, handled in a wonderful man 
ner by a pharmaceutical house Seda 
quil, Ine Leader Bld 


14. Ohio. wanted to introduce a new 


Cleveland 


reliel-ol-pain drug ind mailed a 
french fold type of cireular to «o0 
drug stores in the g iter Cleveland 
area There was a die-cut hand on 
lucked undet 


the thumb was a bran new dollar 


the reverse plate front 


bill, dramatizin the trade-up and 
proht-up potential naiis this 


new product 


According 
1620) Tolland 
Ohio who harne« 
results were erwhelt tlesmet 
who visited the drug durit 
the following week w nthusiasti 
ally received A limos 
placed an initial 
was the talk of the 
davs 

Congratulations 
promoter who is not pi 


ested in the lowest | 


cost of 4 mailing piece 
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Rotes $1.35 per line 85¢ Situation/ Help Wanted Minimum 4 lines 
Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y 


CLASSIFIED. ADVERTISING 





ADDRESSING PLATES 


SPEEDAUMAT—Zinc Plates embossed—$35.00 
per M. 100% accuracy guaranteed 
POLLARD.ALLING 
$25.00 per M 
Advertisers Addressing System 
703 N. 16th St. St. Lowis 3, Mo 


3 line proofed and linked 





ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers 
martin Advertising Agency, 15 € 

Vept. 33A, N. Y. LE 2.4751. Est. 1923 


Counsel service 


40 St 


Publishers’ rates 





ADVERTISING ART 


RAY THOMPSON, Box 134 
At your service for art work, ideas 


Wyncote, Pa 
with that 
personality approach! Many hoppy moil 


clients. Specimen sheets on request. Prompt 


attention 





EQUIPMENT FOR SALE 


60,000 
Elliott Ad 
Write The Reporter, Box 121, Garden 


Letter Opener Burroughs 7800 


Drug & Jewelry. Elliott Stencils 
dresser 


City, N.Y 





FOR SALE 


ELLIOTT STENCKLS 
Ovtright sale of 160,000 names on 2” «x 4% 
Elliott stencils for only $8.00 per M. Partial or 
complete list. Full coverage of United States 
List lost cleaned November 1955 
IDEALS 
Ideals Publishing 


Names of 
subscribers and buyers of a high 


quality family magezine 
Co., 3510 W. St. Pau! Ave., Milwaukee 1, Wis 





FOR SALE 


Phil psburg four-station nserting machine tor 


sale. Two years old. Excellent condition. Seve 
thousands of dollars on the cost of a new moa 


chine by writing to Rodale Press, inc., Emmaus 


Pennsylvania 





LISTS 


CANADA'S BEST MAILING LIST 
275,000 live names on Elliot? stencils 
TODAY 


wines, Ontario 


Call your list broker 


MAILING LISTS 
FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers Wholesalers Manufacturers 
Banks Churches Institutions 
Choice of 350 Other Lists 
We Charge ONLY for Addressing 
Usually Completed within 3 Days 
Write for FREE Catologue 


SPEED. ADDRESS KRAUS CO 
48.01 42nd St., Long Island City 4, N.Y 
STillwel!l 4.5922 





HELP WANTED 


DIRECT MAIL 
SUNSET Magazine 
Direct mail advertising copy man to sell 
subscriptions by mail in SUNSET's Menlo 
Park headqueorters. Must have record of 
success in producing effective copy ond 
layout for sales letters and other direct 
mail pieces. Age 25-35. Send complete 
personal and work history to Personnel 
Manager SUNSET Magazine, Menlo 
Park, California. All inquiries in confi 


dence 





COPY AND ARI 


LETTERS thot sell, FOLDERS with impact 
BROCHURES with thet extra touch of 
Planning composition, layout 


PENWISE, Old Lyme, Cr 


quolity 


f you wish 





REBUILT & GUARANTEED 


Addressograph Speedaumat Elliott Addressing 

Machines Graphotypes Cabinets Trays Plates 

Frames. Mimeographs Multilithe Tying & In 

rting Machines “Hook-on” Tray Equipment 

and Sell all Direct Mail Equipment 
James Ecksteir 


Y.7wNwY HAnover 2.6700 





TYPE FOR OFFSET 


with FOTO-FONTS. Unit cost per font 
20¢! Easy to set and align sharpest 
Free samples ond details. A. A 


sher, Box 20740-K, Los Ange 





MAIL ORDER STRATEGY 


Thi new book by Lewi 


leaders" 


KA leid prominent liet broker, will 


in mail order insure maximum reeult 


Send Order To: The Reporter of Direct Mail, Garden City, N.Y 





Direct Majil 


SHEET PROTECTORS 


ADORESSING 


ADDRESSING & LIST CONTROL sverTreus 


ADDRESSING MACHINES 


ADORE SSING TRAOE 


ADVERTIC(ING AGENCIES 


AUVERTISOING ART 


te ~ 
ADVERTICING BOOK MATCHES 
ADVERTISING SPECIALTIES 
‘ iwit Perk | 


ANALYSIS. PLAN. LIST SELECTION. COPY. RESULT EVALUATION 
. ' : ' _ 

AUTOMATIC MACHINE ADDRESSING SERVICE 
AUTOMATIC TYPEWRITING 


ao0oKs 


’ ' 
CALENDARS. ART AND BUSINESS 


CATALOG PLANNING 
CHRISTMAS STATIONERY 
Me . ‘ 
COPY WRITERS (free Lance 
’ 7 ’ 
ate - " . vt 
‘ Ke . ‘ ul ‘ 
“ ie " " 
DESIGNERS & FPROOUCERS OF STEEL 
j ork 


’ ‘ ’ 
Dit ENGRAVED STATIONERY 
: | Bieck " “ le ’ ; 


DESK CALENDARS 
a or Me 
DIRECT MAIL AGENCIES 
t ‘ 


DImeCcT MAT CONSULTANTS 


DIRECT MAIL SUPPLIES 


ELLIOTT STENCIL CUTTING 


ENVELOPES 


’ 


FOREIGN MAILINGS 


‘ 7 
* 


IMPRINTERS SALES LITERATURE 
a te ss Fe On } 


INSERTING SERVICE AUTOMATIC MACHINE 
Me e1 ao 1 ‘ ‘ . ‘ 
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INVISIBLE Ink ETTERS & POST CARDS 
‘ “N.Y 


ABEL PASTERS 


ETTER GADGETS 


ETTERHEADS 


ETTERS 


MAIL ADVERTISIN SERVICES (Lettersheps 4. 4800 
AGO 
atlercra ‘ 
MAIL ORDER AGENCIES 
The Hylander " tide, Waal 
CLEVELAND Hos re 
. . MAIL ORDER CONSULTANT 
’ v n 


\e 


Kepass 


. “vel ia 
COLUMBUS 
Ww 4 = P . . ‘ , ; 
oETROIT . rd " L piel 
Adve ‘ as ¢ 
. ‘ TURERS—ADORESSING MACHINES & ACCESS 
‘ . y N y 


Ad - 
& |} ‘ 


Ty Polk « MATCHED STATIONERY 
EAST GRANGE, NEW JERSEY a‘ Bts., Re 
Me Ml ~ ~ 

HOUSTON MIMEOGRAPH My abies 
MULTIGRAPH SUPPLIES 


s Wel ~ 


KANSAS CITY 
J ‘ ’ 
TIOWAL 


rott 


r m 8 


OCCUPANT MAILING LISTS—LOCAL & WA 
au ‘ Ihe 


Howke ‘ 
LOS ANGELES 
nw ‘ Ma 
MARION onio tegie ’ 
’ ‘ . 

ast renege : 1066 
MINNEAPOLIS _ i 
Gile Letter Ber I , orreset MIMEOGRAPHING 
NEWARK, NEW JERSEY . Kent tind M., N 
4 : Ma - 
NEW YORK ciTy PACKAGING On 8-0160 
Adve Ma ‘ ‘ L 4 ; my - ‘ on iyue 


| , t — 
PHILADELPHIA 
Conne Orga . 


x ‘ Ma 
PITTSBURGH 
Ad re A 
ROCHESTER 
Ayer & & ' 
SAN FRANCISCO petient i 
T ‘ . ’ ' te ] } Tel | Si} 
WASHINGTON. OD sealoms Mase Me 47) 
—_ = . . PAPER MERCHANT 

r ‘ 


BROKERS 
PARCEL Prost MAILING Boxes 
. . : “ : 

PERSONALIZED GIANT GRAMS 
‘ " 


PHOTO ENGRAVERS 


iw ‘ 
PHOTO REPORTING 
. ok 


POST CARDS 


PRINTING Orreerly LITHOGRAPHY 
ny Ave 7. 
PRINTERS ETTERPRESR 4&4 LITHOGRAPHY 
. " (wen Ss 
Pare 
. ’ 
SALES PROMOTION COUNSEL 
’ 
ra i 
SEASONAL STATIONERY 
ferket I 


a 
SUBSCRIPTION FULFILLMENT SERVICE 

‘ Center Marior 

uw ' . ¥ 

s Sires Re (Wenge 
SUBSCRIPTION FULFILLMENT sveremes 
‘ Perk Ave y. ¢ 


SYNDICATED HOUSE MAGAZINES 
LESS & OWNERS . 
TRADE ASSOCIATIONS 
i r) 
TYPOGRAPHERS 
, 


VARITYPERSR AND TYPE FONTS 
iroedwe ’ 


VARITYPE EQUIPMENT 
. 4 
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FREE pte. 


NEW BUSINESSES 


In Your State 


We want you to have a sample 
of this lint to examine it 
to mail to it to we it 


produce 


Every other month we compile 
thie lint of NEW BUSINESSES 
apprommately 55,000 
all needing your services or prod 
ucts to make their businesses 


grow 


We will rent this lint @ 616.50 M 
of sell a= on I 5. M tab 
sheets @ $25 M 


Write tor turther details, sate 
breakdown and the state 


you want PRET 


FOF Mervres Bood Beerevel Mow York 


PReeport 9-6312 














We process advertising and sales letters 
Multigraph-Mimeograph Offset 

assemble and mail them 

with your enclosures 


22 W. Madison St 
Chicago 2, Ill 


ol ithrcnal/s 7 
U FRanklin 2-87%4 











An Ad Agency that Loves DIRECT MAIL 


Many tes don't want te ‘monkey’ with 
MAILVERTISING (Some don't have the tnow 
how). Direct Mail is no stepchild here! We 
so-erdinate space advertising with it 


“Chat Fellow Bott’ 


Leo P. Bott, Jr, 64 E. Jockson, Chicege 














Typewritten letters | Created and/or 
Flyers | produced by a 
ae team of experts 
repass letter service 
29 S. WABASH AVE 
CHICAGO 3. tL CEntrel 6-4056 








PFaseseseees ooo 


as |The Perfect 
' Low-cost 
Addressing 
System 


Leal 4G a pl 
SHOR) 


(From Page 14) 

how they produce made to order, one 
of a kind, printed signs for sales presenta 
tions, etc. Standard price is 4¢ per letter 
for any size sign up to 14” x 22”. Booklet 
says that no extra charge is made for 
two color printing duplicate signs 
cost 25% of the single price. Tipped 
on to one page of the booklet are & 
samples of colored cardboard and cover 
stock available. Specializing m signs only 
Stewart explains that nationwide mail 
order is directly responsible for the low 
cost of their service No Stewart Sign 
salesman will pester you,” says the book 
let. You can get a free copy by writing 
to their Newark address 


eee 


ENVELOPE MANUFACTURING 
from start to finish is magnificently pi 
tured in a new booklet just published by 
Old Colony Envelope Co., Westfield 
Mass. Back in 1953, Old Colony pro 
duced a similar “plant tour” booklet 
but since then, the company has made 
many changes in plant equipment and 
facilities They are presented in an 
up-to-date 42-page booklet, titled “Open 
House.” Purpose of the publication, says 
Old Colony, is to “enable you to visit 
us in the easiest possible manner 

just by browsing through these pages 
The panorama of Old Colony operations 
is presented more like a magazine pi 
ture story than a promotion booklet 
More than 60 action photos with short 
captions tell the complete story of how 
envelopes are made at Westfield plant 
We suggest you write to Old Colony and 
ask them for a copy of “Open House 
It's one of the best envelope booklets of 


its kind we've ever seen 


—_ 
eee 


DO NOT READ THIS! (The follow 
ing message is ‘Confidential’ and 
Private” for Harry Singer & Associates 
New York merchandising counsellors) 
The gal who opens our morning mail 
brought in your sealed envelope the 
one you hand stamped in big red capital 
letters “To Secretary: DO NOT OPEN— 
CONFIDENTIAL & PRIVATE.” Inside 
we found nothing more than a plainly 
printed yellow card broadcasting 
an offer of something or other for im 
proving advertising results. On the bot 
tom of the mass-produced card you in 
cluded a prominent line asking us to 
“PLEASE POST ON YOUR BULLETIN 
BOARD.” Well, if we do our secretary 


will be sure to see if “> we ve 
decided to keep the whole thing 4s 
as possible 


Confidential ud “Private 


(our readers have secretaries, too 


see 
CONGRATULATIONS TO R. CLIF- 
TON LONG, editor, and his staff of The 
VC News 
the Virginia-Carolina Chemical Corp 
401 E. Main St., Richmond, Va. Their's 


6s @ periect example of how employee 


employee publication of 


publications can be upgraded for better 
readership and more impression valu 
(resulting in closer cooperation and en 
thusiasm between management and la 
bor). The VC News looks and reads like 
some of the really big-time external house 
magazines but it's really personalized 
to the hilt for Virginia-Carolina Chem 
ical Corp. personne! 
—_— 
eee 
FIRST DAY COVER mailings usually 
get attention but Ysobel Sandler 
Advertising, Inc., | Gramacy Park, N. Y 


oe he ins Cee ee mee ae Pe Cente 
ee Oe eee cme ae 


N. Y out-did most with this one 
The personalized letter was mailed in 
an envelope containing first day of tssuc 
commemorative stamps on the 200th 
Anniversary of Princeton University 
Part of the brief copy reads: FOR THI 
FUTURE 


this first day cover of the new 3¢ stamp 


accept with our compliments 
commemorating the 200th Anniversary 
of Princeton University FOR 
MORE IMMEDIATE RETURNS—may 
we suggest collecting (direct mail) re 
turns on these less glamorous workaday 
stamps Bottom of the letter showed 
a Third Class postage indicia, a regular 
2¢ and 3¢ stamp tipped on. Personalized 
headline on the letter summed up Sand 
ler's copy theme: “STAMPS THAT PAY 
OFT It's fun to collect stamps; but 
it's more fun, Mr. Jones, to collect on 


the stamps you use’ (00d jot 
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Clearwater. florida 
December, 1956 


NOTICED IN THE LOCAL PAPER that the famous 
Kenneth McFarland of Topeka, Kansas, would be final 
banquet speaker at Florida Auto Dealers convention in 
Fort Harrison Hotel, Clearwater. Sallie (Weir) Sackheim 
to listen. Mostly 


No one goes to sleep when 


Kitty and | barged in after dinner 
watched faces of audience 
Kenneth is talking. Afterwards we took him down to the 
cocktail lounge and sat around the glass-topped plano 
where we listened to soft music and chewed the fat until 
plane departure time. Discussed his strategy of holding 
in audience. He is constantly changing his pitch. He 
switches from one narrative to another with machine gun 
speed and without notes. At times talks low then loud 
If he sees the audience slipping he suddenly injects a 
story with scant connection to the main theme, but which 
has the crowd roaring and wanting more. He leaves them 
in an emotional stupor with tears in many eyes. In 
my book, Kenneth McFarland (sponsored by General 
Motors) is the best and most effective business speaker 
in the country today. Have heard him at least a dozen 
times and never grow tired. Wish there were a dozen or 


so more like him 


THE FRONT PORCH was deserted during the week of 
November 11. Kitty and | flew over to Galveston, Texas 
to participate in an interesting experiment The idea for 
it was sparked last July 23, when Walter Voegele, editor 
of Hotel Management magazine of New York, brought 
Ed Leach, president of Jack Tar Hotel chain, over for a 
visit. Walter thought more hotel managers and their staffs 
should be trained to write better letters. Ed Leach agreed 
So he invited us to conduct a miniature course at his an 
nual management meeting at the Galveston headquarters 
Prior to the meeting, he had the managers send « opies of 
routine or sales solicitation letters. We studied them 


with a blue pencil handy 


Ed Leach sure knows how to run a convention or staff 
meeting. His preliminary program announcement (just 
typed) was a masterpiece of good sense and humor. His 
managers, assistants, sales managers, auditors. with wives 
ire settled in the elaborate and comfortable suites at the 
Jack Tar. Ours was out of this world with three 
enormous baths, electronic control panels at bedside for 
regulating lights, radio, television, air conditioning or 
heating. All looking out over one of the handsomest 
swimming pools and gardens we've ever seen 


Everybody has to work hard on schedule but there 


DECEMBER, 1956 


FRONTPORCH 
SCUTTLEBUTT 


The gist of conversation about this and that 


with visitors to the Editor of The Reporter 


is plenty of time during the five days for play or relaxa- 
tion. Breakfast served buffet style exactly at 7:30. Meet 

ings start promptly at 8:30 on the bell. Coffee break at 
10:30. Adjournment at 1:30. Only two short afternoon 
business sessions. Managers and staff sit at long confer 

with tape recording equipment taking every 
word, Surprising thing to us . all the important sup- 
pliers for the chain were invited to participate—architects, 
designers, furniture, textile, uniform, tableware and food 
“peddlers.” They conducted one of the morning programs 
and also individually sponsored the evening entertain- 
ments. No wonder the Jack Tar Hotels are getting more 
. when the designers 


ence table . . 


beautiful and are so smoothly run. . 
and suppliers are part of the overall management picture. 


ENJYOED THE EARLY-HOUR letter training ses 
sion even though rugged and slightly argumentative 
After examining scores of letters . . . I knew these folks 
needed the four basic formulas, just as badly as did the 
diaper service, alumni secretaries, trucking industry, 
baby chick, mutual fund and other groups. After the 
formulas an analysis of their own letters. Not only the 
wording, but the physical construction of each letter. 
We had quite a discussion of early training. None 
present had had any school training in letterwriting. Two 
managers had been graduated from the famous Cornell 
Hotel Management Course. Neither, when questioned, 
remembered any part of the course devoted to letters, al- 
though there were courses in “office management”, I've 
found the same situation in other fields . . . particularly 
in engineering. I think it’s a shame for the schools to 
turn out skilled technicians and then deprive them of the 
one skill which labels them in the minds of those they 
contact by letter 
For instance some of the hotel letters were con- 
cluded with outmoded, past participial sentences, such as 
‘assuring you of our deep desire to be of service and 
hoping to merit your further consideration, we are, yours 
very truly.” I asked one of the culprits to try backing out 
of a prospect's office door, repeating those phrases while 
putting on his hat. Letters were filled with |, we, our, my, 
mine and us phrases. One fellow actually created six such 
in a five-line sentence. Remarkable example of wewe-itis. 
Opinion phrases ending in “that” were rampant. “You'll 
be glad to know that we have learned that.” The fellow 
who gets such a letter is only interested in what comes 


after “that.” 


’ 





FRONT PORCH 
SCUTTLEBUTT 


Another thing developed at the Galveston session 
the secretarial schools are doing only part of a job. They 
teach young ladies how to hit keys change ribbons, clean 
type dust desks, and take care of the boss phone 
but | haven't been able to find any “graduates” who have 
learned how to make a letter look nice. Some girls seem 
to be afraid of margin setters. Never change them. If 
they type a short letter use long lines crowding to edge 
of sheet, just the same as when typing a long letter. There 
will be hell to pay in some ofhices when the managers 
start sending back letters for retyping. They'll teach the 
girls to make a picture of every letter, centered withi 
the frame of the letterhead 
but makes too long 
a story. | liked the whole idea of Ed Leach’s style of man 


agement conference Managers their executive staff and 


There were other conclusions 


suppliers, sitting down for five days to iron out the 
wrinkles with no holds barred. And it proves that the 
simple little problem of letterwriting fits into the com 
plete picture in a big way. Good letters build a person 
ality into a hotel (or any other business). Hope there 
will be many other such letter clinics in management con 


fe rences 


ON THE WAY TO GALVESTON had a reunion with 
kd Monahan during hour layover at New Orleans Air 
port Had a midweek session with Luke Kaiser in 
Houston. Visited his fine plant (Premier Printing) where 
in addition to handling slews of complicated mailings, he 
turns out fabulous numbers of giant Texas Bucks, gag 
Visited his home 


and saw for the first time Luke's library 


license plates children’s games, ete 
(or storehouse | 
of magic 

On way home stopped off at Dallas for an evening with 
Ginny Parsons (formerly with New York Tuberculosis & 
Health). Saw her new plant in the fabulous industrial de 
velopment outside the city. She's gradually getting set 
tled. Texas cities are bursting at the seams with new en 
terprises, There is no end to the possibilities for direct 
mail promotions The newcomers are taking up direct 
mail in a big way They don't know much about it 
but by gum they've heard it's good and they'll try it 

That's why it’s good to have honest, serious folks like 
kd Monahan in New Orleans, Luke Kaiser in Houston 
and Ginny Parsons in Dallas guiding the direct mail ship 
They will help to keep the newcomers out of trouble 
and upgrade direct mail 

Stopped in briefly at the Adolphus Hotel to see Adrian 
Phillips (Atlantic City) setting up his registration desk 
for the 29th annual convention of the Hotel Sales Man 
agement Association convention. Sorry we couldn't stay 
over for whole show How this association has grown 
since | first talked at their convention in French Lick in 
1937! Had about a hundred members then. Now more 
than 1,400. With Executive Secretary Adrian Phillips 
running things direct mail gets a good break. He's 
an enthusiast for the medium from away back 


Belle and M. P. (Buster) Brown from Fort Worth met 
us halfway at Amon Carter Airfield for a good-by lunch 
eon. Naturally, with two DMAA board members present 

the talk mostly concerned association affairs; plans 
for the continued upgrading of the association under the 
competent direction of Art Burdge Everybody seems t 


like him and admire the way he is taking hold 


NOW THAT THE ELECTION IS OVER we can get 
something off the chest without being labeled partisan 
Isn't it about time for the politicians to eliminate long 
winded, rambling introductions 7 Just as letterwriters are 
learning to jump right into the subject? During the con 
ventions and the campaigns our visitors agreed that most 
speakers were boring as all hell. Why is it necessary to 
pret ede every speed h with Mr ( hairman honored 
guests, Mrs. Whosis, distinguished representatives of the 
Bluster Party and my millions of viewers gathered ir 
their homes, | feel honored in being invited to address 
you”? Nuts. In former times, those pompous expressions 
were the mark of a finished speaker. In our book they 
are finished before they begin. According to most post 
convention reports, public viewing or listening of politi 
cal speeches were at a low ebb Many people seemed to 
be irritated when their favorite program was displaced 
by a politician. Wonder how many votes, were actualls 
gained or switched by the oratory’ Don't let your direct 


mail become bor ing 


IT’S ALWAYS A PLEASURE to see a perfect example 
of goodwill building by a mail order house. Our neigh 
bors across the street, the Dick Hills, have a son in the 
Air Force, now stationed in Labrador. They received an 
early Christmas present from him a complete set of 
beautiful glassware shipped from Holmegaards Glas 
vaerk A/S, 12 Nyhavn Copenhagen K. Denmark. After 
careful unpacking, four of the smaller glasses were found 
broken. Dick wrote the firm 


there would be from such a long distance 


just to see what answer 
Airmail letter 
was sent on October 16. A reply signed by Axel Scheibel 
was written and mailed October 25. A sixline courteous 
note of thanks for 
heen shipped on October 24 
marked “no charge.” No quibbling. Wonderful! 


“informing us.” Replacements had 


Ace ompanying statement 


CELEBRATING FIRST ANNIVERSARY of the Flor 
ida editorial office. It has been a busy year getting 
settled, acclimated, grinding out copy and letters Making 
trips. Welcoming visitors (156 of them according to guest 
book). As this is last issue of year we send along our 
greetings of MERRY CHRISTMAS AND HAPPY NEW 
YEAR to all of you. Let’s hope the message of the season 
will reach the hearts and minds of the destroyers of peace 


on earth 


t Bluff View Drive 
Clearwater, Florida 
Phone 4.7970 
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Christmas 1956 


S WE honor the Nativity this 

Christmas, let us all give more 
thought to the spiritual meaning 

of this great dav—remembering that through 
Christ, God revealed to us the lasting truths 
of Christian faith. A Again let us dedicate our 
lives to the service of our Aeavenly Father.As 
We pra, let us Gide thanks to Him for our price- 
less heritage to Worship and live as free people. 
A Let us remember to prav for those who bear 
the burden of turanny, and for those who are ill 
and depressed, that thev mav soon be blessed 
With lighter hearts. A Let us prav for His 
Guidance of our chosen leaders, that they mau 
Work Wisely and unceasingly for amity among 
nations. A Let us, with chankful hearts, spread 
the age-old message of the Christmas angel, 
“Glory to God in the Highest, and on Larch, 
Peace to Hien of Good Will!’ A A A A 
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FREE 


Shows you how to turn your 
mailing lists into extra dollars 
quickly and easily 


NOW — here's how you can make more money from 
your mailing lists. Your name, on the Coupon below, 
will bring you FREE this profitable new Book 
by Jim Mosely, nationally known mail order list 


consultant 


Just off the press, this 10-page Book is packed with 
MOSELY TESTED IDEAS and TECHNIQUES 
gathered from 20 years of successful mail order list 
experience. It explains the easy MOSELY way of 
obtaining substantial extra net profits year alter year, 
It discloses, step by step, the secrets of increasing your 
cash income by simply addressing empty envelopes 
lor MOSELY Volume Mail Order Seller Clients (who 


don't compete with you) 


You can read this Book in only 10 minutes and 
profit month after month year alter year. lear 
and mail Coupon below TODAY for your FREE 
COPY ot “How to Double Your Net Profits from Your 
Mailing Lists.” No obligation 


CAN YOU USE MOSELY CHECKS? 
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@ How to find overlooked profits in your mailing lists r on. 
,,, Thesumof S797 ena So Octs —/ es 


@ How to stort 
@ The right rental rate for one-time addressing to your lists ~ * wo often, ie. 


ore) Ser CBRER LT SETHE be 
Oem ee 


@ Why your names won't be copied HeCON® easel staM sTaaBT TeUST COnmaser 


ee 








@ Added income for you yeor after yeor " womb hao 
me. 





@ Your questions onswered 
ae GE ME TEAR and MAIL COUPON NOW @S SSeS eee eee ee ee ee —_ a oo oy 


7 
MOSELY MAIL ORDER LIST SERVICE, INC. 


/ 
Dept. RK, 38 Newbury Street, Boston 16, Mass. ) J, CO IVC. { J 
Okay Jim, please send me my new FREE COPY of A 
your /0-page Book “HOW TO DOUBLE YOUR 
NET PROFITS FROM YOUR MAILING LISTS". 
MAIL ORDER LIST SERVICE, INC. 

wane Mail Order List Headquarters 
Co COmmonweoalth 6-3380 38 Newbury S., Besten 16, Mass. 

; ” 
Cit “Mosely sen ds the chee ks 
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CHARTER MEMBER, NATIONAL COUNCIL OF MAILING LIST BROKERS 
20th Anniversary Y eer 








